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sarge size ads bring much bet- 
esults than small ones,” testi- 
Arthur Murray, who undoubt- 
r expects to occupy the terp- 
orean niche in the Advertising 
} of Fame. 


. a2 Me 


J. Carrick bought a 2-column 
n the Toronto Globe & Mail to 
roduce some comments from 

RTISING AGE. This is not offered 

suggestion to other readers, 

Col. Carrick has thus far not 
mpted to copyright the idea. 


x =. 


pt. Joe Collins, ex-Libby, Mc- 
& Libby, writes from Italy 
he wonders what American 

ertising these days looks like, 
maybe he’d be surprised. 


= © 


God sent the rain, Dorothy 
mpson and the sun,” an in- 
makeup man in Pittsburgh 

e it, according to George Kin- 
Whether you like it or not, 


each life some Dorothy 
pson must fall. 
=— oe F 


he Diary says the Treasury 

have to learn from the 
rches how to keep sinners in 
straight and narrow path, but 
ksliders have always been their 
Sbolem, too. 


7 Vv 


Time, Reader’s Digest and other 
Plications of global ambitions 

be just a bit taken aback to 
mn that the London Daily Mail 
stablishing a transatlantic edi- 
in New York. 


*, VF 


fi‘Housewives shop around more 
, Guild study shows,” head- 
s ADVERTISING AGE. 

hat do you mean, now? 


, vv FV 


you suppose the enemy of 
ta Claus who started those 
ors about a shortage of Christ- 
s trees had to spend the holiday 
ping up his left-overs for fire 


- = 


wim Mangan, who is always 

anking up new ideas, predicts 

mat thought transference will be 

next big advertising medium, 
a lot of people are starting 

meative thought waves on that 
ject right now. 


x wy? 


enty-six per cent of the 


car every year now cherishes 
1941 bus with the firm convic- 
em that this baby is still the belle 
Bithe automotive ball. 


oe 


me he Modern Theatre says Ver- 
mca Lake almost made America 
ation of one-eyed women, so 
haps there’s at least one small 
to be placed on the credit 
me of the war ledger. 


mw 


mote to the 206 employes of 
flackett - Sample - Hummert. who 

re now working for Dancer-Fitz- 
serald-Sample: It took the former 


ford & Thomas boys only sixty 
Bays to learn how to say Foote, 
one & Belding without stumbling. 
UB. 


Copy C 


FORTITUDE 


American Travelers 
are the world’s best sports! 


EASTERN RAILROAD PRESIDENTS CONFERENCE 
143 LIBERTY + NEW YORK 6, N.Y. 


Signed by Eastern Railroad Presidents 
Conference, this full page recently ap- 
peared in all New York City newspapers 
saying the railroad people are well 
aware of the fine spirit of the public in 
putting up with the difficulties and in- 
conveniences of wartime travel. Roy S. 
Durstine, Inc., New York, placed the 
copy. 


AMA Hit for 
Approving E&J 
Resuscitators 


Ex-Council Member 


Claims ‘Suck and 
Blow' Device Deadly 


Chicago, Dec. 30.—A controversy 
over resuscitators, including 
charges of high-powered salesman- 
ship of potentially deadly devices, 
and pitting the American Medical 
Association against other leading 
scientific authorities, broke into 
the open this week. 

The case against the “suck and 
blow” resuscitator, a device ac- 
cepted by the AMA’s Council on 
Physical Therapy, is presented by 
Professor Yandell Henderson of 
Yale University, writing in the 
Dec. 24 issue of Science, official 
organ of the American Associa- 
tion for the Advancement of Sci- 
ence. Dr. Henderson himself was 
once a member of the AMA Coun- 
cil, but resigned in protest against 
what he claimed was suppression 
of an adverse report on the E & J 
resuscitator, now manufactured 
and advertised by E & J Mfg. 
Company, Glendale, Cal. 

Dr. Morris Fishbein, editor of 
the Journal of the American Med- 


(Continued on Page 44) 


Censorship... 


and copy ideas. See 


‘In Washington,’ Page 6. 
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Services Promise 
Fight on Ruling 
Against Ad Costs 


To Contest Warren's 
Right to Disqualify 
Institutional Items 


Washington, D. C., Dec. 29.— 
Army and Navy auditing officials 
are prepared to fight any effort of 
Comptroller General Lindsay War- 
ren to determine the status of ad- 
vertising as a legitimate adminis- 
trative expense in war contracts, a 
canvass of high service officials 
showed today. 

Asserting that the contracting 
officers of the armed forces are the 
only legally qualified authorities 
on cost in war contracts, repre- 
sentatives of both the War and 
Navy Departments declare that 
Mr. Warren is without statutory 
right to question the policies of 
the Army and Navy in settling 
contract claims. 

The long-standing jurisdictional 
controversy between auditors of 
the armed forces and Mr. Warren 
assumed new importance when 
the Comptroller General moved 
last week to disqualify certain in- 
stitutional advertising that had 
been allowed as administrative ex- 
pense in War Department settle- 
ments of cost-plus-fixéd-fee con- 
tracts. 


May Be ‘Springboard’ 


While this type of contract con- 
stitutes only a small portion of 
current war orders, the cases are 
expected to serve as a springboard 
for further attempts by the Comp- 
troller General to claim a stake in 
the review of all military audits. 
Alarmed at the possibilities of 
such a situation, the armed forces 
are ready to contest Mr. Warren’s 
legal position. 

For his initial assault, Mr. War- 
ren selected two cases involving 
War Department contracts with 


(Continued on Page 45) 


Saving Paper! 


Uncle Sam says save paper, 
so with this issue the type 
page of ADVERTISING AGE 
is reduced from 1034 x 15 
to 103% x 14, thus effecting 
an important paper saving, 
and at the same time per- 
mitting continued use of 
the excellent paper stock 
upon which we have long 
printed. There will be no 
contraction in editorial 
coverage. 


Tracy-Locke N. Y. 
Office Merged ~ 
with Geyer 


New York, Dec. 29.—After con- 
solidating impressive account gains 
made this year, including the Blue 
Network and Army air forces, 
Geyer, Cornell & Newell this week 
was further expanded by acquir- 
ing the New York office of Tracy- 
Locke-Dawson, effective Jan. 1. 

As a result of the new affiliation, 


Geyer, Cornell & Newell adds 
approximately $800,000 in new 
billings through acquisition of 


Continental Oil Company, maker 
of Conoco motor oil and other 
Conoco products, and the Super 
Pyro anti-freeze division of U. S. 
Industrial Chemical, both accounts 
representing about 90% of the 
business now being handled by 


(Continued on Page 45) 


Last Minute News Flashes 


McC-E Takes Over Westinghouse Radio Show 
Pittsburgh, Dec. 31.—Westinghouse Electric & Mfg. Company has 


named McCann-Erickson to take 


over its radio program, formerly 


handled by Young & Rubicam. Chester Posey of McC-E will be in 
charge of the new account and Claire Olmstead, formerly of Y&R, has 


joined McC-E and will continue in 


charge of the show from Hollywood. 


It was also announced that space schedules of Westinghouse formerly 
held by Y&R have been transferred to Ketchum, MacLeod & Grove, 
Pittsburgh, which already has a portion of the Westinghouse account. 
The status of Fuller & Smith & Ross in the Westinghouse advertising 


picture remains unchanged. 


Kenway Leaves Devoe to 


Join Blue Network 


New York, Dec. 31.—Ivor Kenway, advertising manager of Devoe & 
Raynolds Company, has resigned to join the Blue Network, where he 
will work on special assignments under Edgar Kobak, executive vice- 
president, in connection with expansion of the Blue. Arthur Mohrhu- 
sen, head of the brush department, Devoe & Raynolds, succeeds Mr. 


Kenway as advertising manager. 


Feen-a-mint Account Goes to R&R 
New York, Dec. 31.—Wm. Esty & Co. yesterday resigned the Feen-a- 


mint account. Sales, distribution 


and advertising for this product is 


handled through Pharmaco, Inc., which sponsors the “Double or 


Nothing” show over Mutual. 
appointed to handle all Feen-a-m 
proached $500,000. 


Pest Office Rules Against * 


At the same time Ruthrauff & Ryan was 


int advertising, which in 1942 ap- 


Esquire’ 


Washington, D. C., Dec. 31.—Postmaster General Walker has ruled 


that, after Feb. 28, Esquire should 
leges on charges of “indecency.” 
in advance to permit “a court of 


lose its second class mailing privi- 


He said the date was set far enough 


competent jurisdiction” to consider 


the case, declaring that a panel of three Post Office officials had dis- 


agreed on the issue. 
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WPB’s Revision Dashes 
Hopes for Paper Reprieve 


Maintains 25°, Cut; 
Adds Definitions, 
Provisions, Exceptions 


Washington, D. C., Dec. 29.— 
Last lingering hopes of newspaper 
publishers for a zero hour reprieve 
from their 24% paper cut were 
squelched by WPB officials this 
week, as thoroughly revised limi- 
tation orders designed to save l,- 
250,000 tons of paper in 1944 were 
issued for all branches of the 
graphic arts industry. 

Although complying in general 
with the 25% cuts recommended 
by the industry advisory commit- 
tee this fall, each of the orders 
was completely rewritten, with 
new definitions, inventory provi- 
sions, exceptions and other impor- 
tant changes. 

The newsprint order, for in- 
stance, includes a new method of 
computing adjusted base tonnage 
which differs slightly from that 
announced after the industry ad- 
visory committee meeting. Re- 
strictions on the publication of 
catalogs and shqpping newspapers 
are considerably broadened in the 
revised commercial printing order, 
while the magazine order seeks to 
tighten up on the interchange of 
paper among publications. 

Harold Boeschenstein, acting di- 
rector of the .forest production 
branch, put at rest reports circu- 
lating among newspaper publishers 
that increased Canadian shipments 
ef paper during the first half of 
1944 would result in newsprint 
bonuses. Promising that he would 
discuss the entire matter with the 
newspaper industry advisory com- 
mittee when it meets here in mid- 
January, Mr. Boeschenstein said 
he would stick to his plan to stock- 
pile paper against needs for the 
second half of 1944. 

While WPB conceded that Can- 
adian shipments of 200,000 tons a 
month would be in excess of the 
supplies which officials had in 
mind in writing L-240, officials 
said they preferred to await fur- 
ther developments before agreeing 
on the use of this extra paper. 

Mr. Boeschenstein said that re- 
quirements of the armed forces 
have increased considerably be- 
yond expectations within the past 
few days, and that he is anxious 
to keep all present conservation 
measures in effect. He has previ- 
ously expressed a hope that the 
Canadians would allow this coun- 
try the benefits of increased wood 
production proportionately in 
wood pulp, pulp and newsprint, 
so that we would have “more flex- 
ibility in meeting shortages.” 


Will Utilize Waste 


Seriousness of the wood pulp 
shortage was reflected in plans for 
paper and paperboard production 
for the first quarter of 1944, which 
will be 2.3% below average 
monthly production for the third 
quarter of 1943, and 9% below the 
request of the mills. 

With inventories of pulp and 
pulpwood at a minimum practical 
operating level, waste material 
and fillers will be widely used, and 
lighter weights will be produced. 

The newsprint order was the 
first of the revised limitation reg- 
ulations to appear. Written in 
layman’s language, it is consider- 
ably longer than any previous ver- 
sion. 

It defines a newspaper as “any 
publication generally recognized as 
a newspaper in the newspaper in- 
dustry,” but specifically excludes 
Army or, Navy camp, post, station 
or unit newspapers, and news 
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sheets not generally recognized as 
newspapers in the newspaper in- 
dustry. 

Pointing out that these articles 
are regulated by L-241, the com- 
mercial printing order, it further 
excludes shopping guides, want-ad 
periodicals and publications in 
newspaper format distributed free 
or at nominal cost. 


How It Works 


In determining base tonnage, 
the publisher is to ascertain sepa- 
rately the tonnage of paper used 
for morning, evening and Sunday 
editions in 1941 and to add 3% to 
each of the morning, evening and 
Sunday qvwotas. 

The publisher then determines 
the percentage of increase for the 
calendar year 1942 over the calen- 
dar year 1941 for each of his 
morning, evening and Sunday edi- 
tions, the average increase for 
each quarter being added to the 
base tonnage to determine ad- 
justed base tonnage for each quar- 
ter. He applies a sliding scale cut 
ranging from 4% to 24% to this 
adjusted base quota. 

Exempt from limitations are 
benevolent, fraternal, trade-union, 
professional, literary, historical 


and scientific papers of eight pages 
or less that have second class 
mailing privileges, and newspa- 
pers using 25 tons or less per cal- 
endar quarter. 

Under the new L-240, inventor- 
ies are set at 40 and 65 days for 
the two inventory classifications, 
while all publishers are allowed 
a minimum of 60 tons on hand. 

The magazine limitation order, 
designed to save 257,000 tons of 
paper, also involves extensive re- 
visions of previous definitions and 
provisions. Effective on some 
2,500 corporations which publish 
magazines or periodicals, L-244 
limits the field by defining a mag- 
azine as a periodical recognized by 
the magazine industry, regardless 
of the frequency of use. The order 
governs inserts, supplements, and 
other printed matter physically in- 
corporated, as well as_ reprints 
containing 50% of the magazine’s 
contents. 

The order rules that when a 
group of magazines are linked in 
common control, but each maga- 
zine is published by a separate 
business entity, each shall have 
separate consumption and deliv- 
ery quotas. This separation re- 
mains in force even if the ‘opera- 


tions are subsidiaries of the same 
parent corporation or are con- 
trolled by the same individual or 
group of individuals. 

Magazines will determine their 
quarterly base quotas by dividing 
1942 usage by four. If the base is 
five tons or less, there is no cut, 
from five to 27.8 tons, the cut is 
10%, although the publication will 
be allowed a minimum of five tons 
per quarter. The 25% cut applies 
above 27.8 tons per quarter, with 
a 25 ton minimum allowance. 

Publishers will be permitted to 
have two months’ inventory of 
each grade of paper on hand. 
Newsprint, novel-news, rotograv- 
ure, kraft for wrapping, cover pa- 
per, book papers, including an- 
tique (English finish or machine 
finish) super-calendered, bulking, 
= and coated papers are cov- 
ered. 


Printers Cut to 75% 


While WPB may supply special 
paper allotments for “pony” edi- 
tions for shipment to _ troops 
through the Army service forces 
or the Navy, the order warns that 
all sales at post exchanges or in 
Army camps must come from reg- 
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Again .. . here's proof of 


OMAHA WORLD-HERALD’s 
Influence in its State- Wide Market! 


When the Omaha World-Herald asked subscribers to give 
cigarettes to service men, folks really showered down! 
Though space devoted to promotion was only minor, a fund 
of more than $10,000.00 poured in— enough to buy nearly 


Practically 100% coverage of 
the Omaha Metropolitan Area 


+ 


Read by 45% of the 426,683 
Families in all 93 Nebraska 
counties . . . and 10 in lowa 


5,000,000 cigarettes. 
HOW COME? 


1—INFLUENCE: An unusually large percentage of fami- 
lies throughout the market read the Omaha World-Herald, 
not only because of the completeness of its news services — 
but also because of its vigorous leadership. On important 
local and state problems, it has ever demonstrated a courage- 
ous, guiding spirit that has been a powerful influence in 
molding the thinking and acting of its readers. 


2.— RICH MARKET: Omaha’s Douglas County is 2nd 
among 3,074 counties of the nation in Increased Per Capita 
Income for the first 9 months of 1943! 


3.—COVERAGE: This one newspaper is read in 96.3% 
of the homes in the Omaha Metropolitan area — 45% of all 
the 428,683 homes in the entire 93 Nebraska counties and 


10 in Southwestern Iowa. 


DAILY 194,698; SUNDAY 187,971 ABC. 6 Months’ Average Ending September 30, 1943 


Owes, Maree bomoa 


Omaha WORLD“ HERALD 


One of the Nations Great Newspapers 


Owners and Operators of Radio Station KOWH 


O'MARA & ORMSBEE, Inc., Natl. Representatives: New York—Chicago—Los Angeles—San Francisco 


memrertismg Age,. 


~ AGENCY. EXECUTIVES ADMIRE 25 YEAR CAKE 


La Porte & Austin executives (I. to r.) F. F. Casey, Helen Patrick and F. B. 
Leedom, are shown here admiring the birthday card and cake sent to their 25th 
anniversary party by Parents’ Magazine. 
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ular quotas. 
a been included in the book or- 
er. 

The commercial printing order 
remains substantially the same, 
except that printers are now cut 
to 75% of 1941, after subtracting 
paper used for any of the publica- 
tions currently governed by an- 
other limitation order. 

Both “private” or captive print- 
ers, and printers serving the gen- 
eral trade are covered by the or- 
der, and printers are prohibited 
from using more than their quota, 
even when paper is supplied. 

Most important changes in the 
commercial printing order, L-241, 
are in Schedule II, where catalogs, 
shopping papers and other miscel- 
laneous items have been limited to 
75% of their 1941 usage, with no 
quotas provided for publications 
created since 1941. 

The revised order defines a cata- 
log as “12 or more bound pages 
issued by a person who manufac- 
tures, distributes, or offers for sale 
the products, commodities or serv- 
ices listed.” It also limits direc- 
tories, defining them as “12 or 
more bound pages issued by per- 
sons whose primary business is 
not publishing.” Shopping guides, 
free distribution circulars in news- 
paper format which are not news- 
papers under L-240, and school 
and college annuals and yearbooks 
also have quotas of 75% under 
Schedule II. 

Most extensively revised of the 
orders was L-245, the book order, 
which has an elaborate definition 
of publisher, setting up such stand- 
ards as whether he edits and se- 
lects manuscripts, designs format, 
does advertising and promotion for 
the book, gets it into channels of 
distribution, assumes ultimate 
financial risk and other tests. 

The order specifically excludes 
catalogs and advertising brochures, 
issued by persons who manufac- 
ture, disseminate or offer for sale 
the products, commodities or serv- 
ices listed or illustrated therein; 
directories or paper-bound pam- 
phlets of less than 64 pages, issued 
by a person whose primary busi- 
ness is not publishing. It also ex- 
cludes such items as diaries, note- 
books and ledgers used for entry 
of data rather than instructional 
reading or illustrations. 

The order tightens interpreta- 
tion 1, which had opened the way 
for extensive “borrowing” by pub- 
lishers by requiring that the im- 
print of the person actually per- 
forming the function of publisher 
must appear exclusively on the ti- 
tle, spine and jacket of the book. 
This is expected to discourage pub- 
lishers with extra paper from 
“selling” their quotas to houses 
with “best sellers” by printing the 
book for them. 

Users of folding and setup boxes 
watched the wood pulp allocations 
carefully for an indication of their 
future problems. At a_ recent 
meeting they were assured by 
WPB that every effort would be 
made to insure equitable distribu- 
tion of available supplies, but they 
were warned that government or- 
ders must be filled first and less 
essential needs met thereafter. 


Hungerford Advanced 


C. W. Hungerford, in charge of 
Michigan Bell Telephone Com- 
pany’s advertising for the past 24 
years, has been named assistant to 
the president, in charge of public 
relations. 


A similar provision | ’ 


Time’ to Print 
on West Coast 


Chicago, Dec. 30.—Starting late 
in February, Time plans to print 
125,000 copies of its magazine in 1 
Los Angeles, it was learned today. 
Arrangements have been made 
with Adcraft, division of the 
“Los Angeles Downtown Shoppin 
News,” to print 64 pages of the 
current news section of the maga~§ 
zine weekly. 

Four-color inserts and other"! 
early matter will be shipped—and 
late news and pictures will be 
flown—from Time’s Chicago plant} 
to Los Angeles. 

With shipping facilities slowed 
up by heavy wartime traffic, this } 
step was taken, officials said, to 
assure California readers prompt 
and regular delivery of the maga- 
zine. 


‘ . 
Pathfinder’ to Be 
Printed in Chicago 
Starting with the Jan. 10 issue, 
Pathfinder will be printed by RR.’ 
Donnelley & Sons in Chicago and 
officials of the magazine have re- * 
quested that all copy instructions 
and plates be mailed from now on 
to the magazine’s Chicago office, 
Room 2101, 180 N. Michigan Ave. 
Advertising orders, it was said, 
may be sent either to the Chicago 
office or to the magazine’s ad- 
vertising headquarters in the 
Farm Journal building, Washing- 
ton Square, Philadelphia 5, Pa. 


—— 


Alderson Opens Office 


Wroe Alderson, formerly direc- 
tor of market research for Curtis 
Publishing Company, Philadelphia, 
and recently with the Office of 
Economic Warfare, has resigned 
to open an office for market re- 
seach and management counsel in 
the Lewis Tower building, Phila- 
delphia. Mr. Alderson, who was 
with Curtis for eight years, has 
been with the OEW office of ex- 
ports during the past year. 


The shortage of paper and the needs of the 
nation make it highly desirable to get # war 
into EVERY PIECE OF PRINTED 


messa + 
MATT 


THE MARTIN CANTINE COMPANY 
“SAUGERTIES, .. 
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If War Is Hell, 
What’s a Jobless Peace? | 


} 
/ 
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Job For Your Advertising— RIGHT NOW! — 


The sum difference between breadlines and job- 
lines—is within the scope of your advertising 
---NOW 

For the machinery of making customers—is the 
machinery of making jobs. Frederick C. Crawford, 
retiring president of the N.A.M. puts it this way, 
“Customers mean production, production means 
jobs. Jobs mean more customers.’ 


How many customers will be needed? 


Think this Over 


Right now the battle front is boss of half of the 
grand total of 62 million Americans drawing pay. 
When that boss stops needing them, the vast over- 
whelming majority will demand jobs...not hand- 
outs ...not boondoggles. 

To have those jobs waiting will take—according 
to the Committee for Economic Development—a 
third again as many sales per year as industry in 
total made in our last year of peacetime operation. 

Is it possible? Is it practical? We believe it is. 


Here’s Why 


War wages have given new and tremendous buying 
power to the Wage Earner mass of the population. 
The bulk of the savings, the bulk of the War Bonds, 


MACFADDEN PUBLICATIONS, INC. 


TRUE STORY - THE MACFADDEN WOMEN’S GROUP - THE MACFADDEN MEN’S GROUP 


belong to the Wage Earners. And, for the first time 
in our history, Wage Earners are buying and saving 
in proportion to their numbers. 


The specific job facing your advertising is to sell 
and hold this market. Keep them buying —and you 
keep them earning. Keep them earning and you 
keep them buying. 


But it Won’t be Easy 


Wage Earner families lead different lives, have 
different backgrounds. To win them as customers 
and as partners in the time we have left, you need 
a fair chance to be heard...and, if you can get 
it—a friendly hearing in friendly homes. 

A full generation ago the publishers of Macfadden 
magazines discovered that the huge Wage Earner 
section of America read no magazines. Because no 
one then knew how to publish to Wage Earners, 
Macfadden editors went directly to the Wage 
Earners for its stories and articles. They made 
story tellers out of these new readers and friends 
out of strangers. 


‘“‘Friend at Court?’’ 


When you give good copy the background of time- 
proven friendship like this, you’ve taken the 


“beware” out of buying; you’ve given worthy 
messages the one break they need. 


This relationship with the biggest part of America 
may explain why Macfadden Publications, Inc., 
sells more magazines on the newsstand, issue for 
issue, than does any other publisher of adult 
magazines. As well, it serves to explain why the 
average advertisement in Macfadden magazines 
has consistently led in readership. 


Our position as friend and adviser to millions of 
them is a responsible one. We offer this pledge: 


To furnish to Industry a means of communication 
with Wage Earning America through magazines 
which enjoy reader confidence, loyalty, and respect. 
To maintain our service to Industry as the most 
authoritative private source of knowledge and under- 
standing of these people upon whom Industry—and, 
indeed, our entire economic system as we presently 
know it— must depend. 


“‘The Common Man, well-informed, working 
with good will, is the greatest force in 
producing the world we want.’’ 
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S-W Elects Lemperly 


Charles M. Lemperly, director of 
sales and distribution of the Sher- 
win-Williams Company, Cleveland, 
elected vice-president 
and director of sales. He will con- 
tinue to supervise all of the com- 
pany’s publicity, advertising and 


has been 


public relations. 


Becomes Jann & Kelley 


Noee, Rothenburg & Jann, _ 
as 
changed its name to Jann & Kelley, 


newspaper representative, 


Inc. 


Lever Brothers’ 
Patent Infringed, 
U. S. Court Rules 


Richmond, Va., Dec. 28.—The 
U. S. fourth circuit court of ap- 
peals ruled today that Procter & 
Gamble Company had infringed 
on a soap-making patent held by 
Lever Brothers Company. 

Judge Armistead Dobie pre- 
pared the opinion which reversed 


the district court at Baltimore and 
remanded the case for further pro- 
ceedings. 

Today’s ruling was based on 
arguments heard here during the 
week of Nov. 11 in which Lever 
Brothers appealed a federal court 
decision in Baltimore, denying a 
judgment against P&G in the man- 
ufacture of its new Ivory soap. 
Lever charged that P&G infringed 
upon a process developed by John 
W. Bodman, its director of re- 
search, resulting in the manufac- 
ture of Swan soap, which was 


placed on the market early in 1940, 
only to be followed a few months 
later by the new Ivory (AA 
Nov. 15). 


Two Name BCS&P 


Baker, Cameron, Soby & Pen- 
field, Inc., Hartford, Conn., has 
been named to handle the adver- 
tising of United Illuminating Com- 
pany, New Haven, which furnishes 
electric service in the New Haven 
and Bridgeport areas, and of the 
Waterbury Trust Company, Wa- 
terbury, Conn. 


“But Cows Cooperate, Hand and Glove” 


Yes, Mrs. Orcutt, cows readily attune to the modern tempo. Run a milking 
machine at double speed and they'll give just as much milk! But hand 
milking takes a different muscle from the one Professor O. used in his his- 
tory courses. Give him time—and remember he'll pick up ideas from FARM 
JOURNAL, too. We wish we could print enough FARM JOURNALS to 
help everyone. The paper shortage holds us close to 2,700,000 copies a 
month, mostly consigned to prepaid rural subscribers. 


GRAHA™ PATTERSON, Publisher 


FARM JOURNAL is one magazine which enters completely into rural life 
—entertainingly and in practical ways. At present it is helping show how 
farmers can process various crops themselves. This would increase the 
value of their products and take up the slack during dull periods of the 
year. You needn’t practice husbandry, however, to recognize the straight- 
forward appeal of the world’s largest and most influential rural magazine. 


Beg or borrow a copy of the current FARM JOURNAL. 


ar et ahr 


‘FARM 2 
JOURNAL 


| Farmers Mik 


JOURNAL 


Of the 
FIRST FOUR 


ONE 


General Magazines 


Washington Square, PHILADELPHIA 


covers the rural market 


Comics Read in 3 


advertising Age, January 3, 1944 


of 4 U. §. Homes, 
Survey Reveals. 


New York, Dec. 29.—Comic 
magazines are read in three out of 
four American homes, according 
to a Fawcett Comics Group survey 
released this week. It is called the 
first national study of the market 
that comprises the vast comics 
audience. 

The survey, conducted for Faw- 
cett Publications by the Market 
Research Company of America, 
covers readers of all comic books, 
a field which now totals a 25,000,- 
000 monthly circulation. 

In the 6 to 11 year age group, 
96% of the boys read an average 
of 14 comic books per month, and 
94% of the girls read 11 books. 
Ninety-one per cent of 12 to 17 
year old boys read 14 magazines 
each month, while 87% of the girls 
in the same age group average 11 
magazines, 

Of men 18 to 30 years old, 55% 
read comic magazines, averaging 
7 books per month. Forty-three 
per cent of the women are comics 
fans, averaging 9 books per month. 
Men and women above 30 years 
of age show a readership of 29% 
and 22%, reading 8 and 6 books 
per month, respectively. 


Service Men Readers 


Fifty-seven per cent of all men 
in the armed forces read an aver- 
age of 8 comic magazines every 
month, the survey reveals. 

City size does not show an ap- 
preciable effect upon comic mag- 
azine readership in general, though 
figures do advance from a low of 
33% of adults living in cities of 
10,000 to 100,000 population to 
44% in communities of less than 
10,000 population. Juvenile read- 
ership shows an increase of only 
1%, from 94% to 95%. j 

One of the interesting features 4 
of the survey is that the comic 
book total circulation figures$ ac- 
count for only a small proportion 
of the actual readership. Of Adult 
comics readers, 86% pass their 
books along to friends. Of boys in 
the 6 to 18 year group, 83%, and 
85% of girls in the same group . 
share their comics. 

The intelligentsia reads comics, 
too, the report shows, with 29% of 
college trained adults and 41% of 
high school graduates professing 
readership of the magazines. Thir- 
ty-seven per cent of grammar 
school graduates read them faith- 
fully. 

Comic books have the approval 
of parents, 82% of all adults con- 
sidering them good clean fun for 
everybody. Seventy-two per cent 
feel the magazines teach a good 
moral lesson, and 61% consider 
them of educational value. 

The survey was made for Faw- 
cett Publications by direct inter- 
views with more than 5,000 adults, 
juveniles and service men on a 
national cross-section basis. 


If it’s 
A TEST 


you want... 
TAKE 


NEW HAVEN 


! The Register is rated* the 
7th test market in the U. S. 
—2nd in New England. With 
@ minimum cost you reach 
urban and suburban popula- 
tion, 


*\edependent Survey of Providence Bulletio 


he New Haven Reise | 
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But you can find out where it goes for a drink! 


Empires have foundered and fortunes 
been wasted . . . in trying to make people 
like something they didn’t like. 

Professional purveyors of entertainment 
dig a hundred dry holes for every gusher, 

copy the current hits in the 
E> 
usually vain hope of sharing 

OY some of the box office receipts; 

+) but not even the most successful 
entrepreneurs of public enter- 


tainment are ever sure as to what the public 
likes . . . nor is the public itself ever sure. 


Tuer coop MERCHANDISER, however, 
knows that it’s easier to go where the crowd 
is—than to get the crowd to come to you! 
And the records show that selling costs are 
always lower on a heavy traffic street. 

The buyer of national advertising can 
outbid the world for attention—or buy 


advertising where attention isa sure thing... 

1) Three out of four adults—and almost 
all children—read the Sunday comics section 
every Sunday, regularly, habitually. 

2) More than 15,000,000 families follow 
regularly the Sunday comicsof Metropolitan 
Group... and the forty-one major Sunday 
newspapers in the group comprise a truly 
national unit for national advertising. 


Tue rorecorne are two certainties any 
national advertiser can cling to... and find 
in the combination the greatest certainty of 

sheds advertising reception. 
AO , Sunday comics, as an adver- 
we tising vehicle, carry their own 
; attention value! Metropolitan 
/ Group affords the coverage— 
reaches more than half of the best buying 
families in the whole national market, with 


e San Francisco Chronicle « Seattle Times « 


220 E. 42d St., New Yorx + Cuicaco: Tribune ‘ower + Detrrorr: New Center Bldg. + SAN Francisco: 155 Montgomery St. 


1 


concentration not matched by any other 
medium . . . Advertising in Metropolitan 
Group, moreover, doesn’t need any advance 
advertising. When you’re in this medium 
... everybody knows you’re advertising ! 

The space unit is big, with four colors. 
The cost is low. One order, one bill, cover the 
whole transaction... Learn more about the 
greatest advertising opportunity of our 
times! . . . Ask any office! 


‘\ 


The first national newspaper network... Mi etropolitan G roup 


SY Comic Section Advertising in: Baltimore Sun + Boston Globe « Chicago Tribune + Cleveland Plain Dealer « Detroit News « New York News 


S_ Philadelphia Inquirer ¢ Pittsburgh Press «+ St. Louis Globe-Democrat ¢ Washington Star « Des Moines Register * Milwaukee Journal 
: Minneapolis Tribune « St. Paul Pioneer Press ¢ ALTERNATES: Boston Herald « Detroit Free Press «New York Herald Tribune « St. Louis Post-Dispatch 
Washington Post ¢ optionAL: Buffalo Courier-Express « Cincinnati Enquirer « Columbus Dispatch « Dallas News « New Orleans Times-Picayune-States 
Omaha World-Herald «¢ Providence Journal « Rochester Democrat & Chronicle * San Antonio Express ¢ Springfield Union & Republican 
Syracuse Post-Standard « METRO PACIFIC: Fresno Bee « Long Beach Press-Telegram ¢ Los Angeles Times * Oakland Tribune « Oregon Journal 


Sacramento Bee « San Diego Union Spokane Spokesman-Review « Tacoma News Tribune 
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Censorship Eased, 
But Careful Copy 
Check Still Holds 


Washington, D. C., Dec. 28.— 
Recent revisions in the code of 
wartime censorship will permit the 
use of more factual information in 
newspaper and magazine advertis- 
ing, but agencies will do well to 
check their copy ideas with the 
Office of Censorship before moving 
into expensive stages of planning. 

Of particular interest to adver- 
tisers will be the revised produc- 
tion clause which will now allow 
many firms to reveal additional in- 
formation about the size of the 


war job they are doing. Produc- 
tion of secret weapons is still 
hushed by the code, and a plant 
making only one product must 
guard its production figures, but 
in cases where a variety of prod- 
ucts or types of products are made, 
an over-all production figure may 
be printed. 

In addition to continued restric- 
tions on secret weapons such as 
radar, copy is also subject to spe- 
cial provisions in the code. A 
special clause warns against pub- 
lication of information concerning 
new military aircraft and related 
equipment, or the performance, 
construction and armament of cur- 
rent aircraft. 

All aerial photographs of war 
plants, railroad yards and terminal 
buildings, and maps locating key 
production plants and military de- 
pots are still forbidden. 

While the Office of Censorship 


is anxious to cooperate, and will 
frequently serve as authority for 
the release of important produc- 
tion figures, many war contracts 
provide that this material may not 
be printed without permission 
from the Army or Navy. In such 
cases, agencies will have to con- 
sult Army or Navy public relations 
officers. 
* * x 


Civilians will get 4,500,000 radio 
tubes in the first quarter of 1944, 
thanks to the determination of 
Frank H. McIntosh, chief of the 
foreign and domestic broadcast 
branch of the WPB radio and ra- 
dar division, the office that has 
supplied first aid when any of the 
nation’s broadcasting stations were 
threatened with equipment break- 
downs. 

Over a year ago, Mr. McIntosh 
proposed a program to keep home 
front receivers operating, a pro- 
gram involving production of 35,- 
000,000 tubes of 114 “critical” 
types. Warned that the military 
had tied up the entire capacity of 
the electronics industry well into 
1944, he continued to fight. 

During the past year, civilians 
have received only a sorry dribble 


one does it—in Philadelphia 


One newspaper is invited into 4 out of 5 Philadelphia homes 

daily for an intimate family visit. 

coverage that no other newspaper can match in a major metro- 

politan market. To advertisers this means one newspaper reaches 

one of the biggest concentrations of buying power in the country. 

One newspaper —and that newspaper is The Philadelphia 
a Evening Sulletin. (Circulation over 600,000.) 


One newspaper gives home 


In Philadelphia — nearly everybody reads The Bulletin 


of tubes, about 500,000 a month, 
mostly military rejects, and unde- 
sirable types. Recently, however, 
WPB has reexamined military re- 
quirements and found that some 
of the orders are not anywhere 
near as urgent as their priority 
ratings indicated. As a result, a 
segment of the electric industry’s 
capacity has been made available 
for civilians, with a promise that 
a carefully balanced selection of 
tubes will be marketed through 
regular service men and dealers. 
a * co 


Freight rates are expected to be 
an issue in the 1944 elections, with 
southern and western congress- 
men already allied in a _ policy 
committee determined to “liber- 
ate” their states from “peonage” to 
the industrial East. Chairman of 
the committee of 25 is Sen. Tom 
Stewart of Tennessee. Another 
member is Rep. Lyle Boren, of 
Oklahoma. Arthur Whiteside, di- 
rector of the WPB Office of Ci- 
vilian Requirements, is reported 
to be on the verge of resigning. 
Mr. Whiteside, it is said, is al- 
ready spending a heavy portion of 
his time in New York at Dun & 
— of which he is presi- 
ent. 


Opens ‘44 Ad Drive 
Wilbur & Williams Company, 
Boston, which specializes in pene- 
trating protective coatings for in- 
dustry, has expanded its advertis- 
ing program for 1944 and, starting 
this month, will use color in 
Fortune and industrial, chemical, 
automotive, marine and painting 
trade publications. Frank R. Farn- 
ham is advertising manager. Do- 
remus & Co., Boston, is the agency. 


Adman Reelected 


R. A. Stapells, vice-president of 
J. J. Gibbons Ltd., Toronto, has 
been reelected president of the 
Canadian Automobile Association 
for the tenth year. 


Advertising Age, January 3, 1944 | 


Treanor Succeeds 
Bitner as Head of | 
Printing Division | 

Washington, D. C., Dec. 29.—Ar- J 
thur Treanor, vice-president of the 
Booth chain of northern Michigan } 
newspapers, has been appointed 
director of the WPB printing and 
publishing division, succeeding 
Harry M. Bitner, who has resigned 
to return to his activities with the 
Hearst publishing enterprises. 

Mr. Bitner had been with WPB 
since March, 1943, on leave as 
publisher of the Pittsburgh Sun- 
Telegraph, and as a member of the 
board of The American Weekly 
and other Hearst enterprises. Mr. 
Treanor had been acting as assist- 
ant to Mr. Bitner for several 
months. 

The printing and publishing di- 
vision has also lost Walter Ris- 
ley, administrator of L-244, the 
magazine limitation order, and 
Matthew Sullivan, administrator 
of L-240, the newspaper order. Mr, 
Risley returns to the Curtis Pub- 
lishing Company and Mr. Sullivan 
to the Gannett newspapers. Car- 
roll Hanson, former senior auditor 
of the Audit Bureau of Circula- 
tion, has succeeded Mr. Sullivan, 
while Mr. Risley’s successor has 
not been selected. ‘ 


Agency Gives Bonus 

All employes of Guenther-Brad- 
ford advertising agency, Chicago, 
who had been with the company 
six months or more, were given a 
half month’s salary as a Christmas 
bonus. 


Changes Name 

The name of the Forging & Cast- 
ing Corporation, Ferndale, Mich., a 
wholly owned subsidiary of Alle- 
gheny Ludlum Steel Corporation, 
Brackenridge, Pa., has been 
changed to the Forging and Cast- 
ings Division. 


If You Make or Sell Any of 
These Products 


you probably have no 
idea of the tremendous 
market which awaits 
you, unless you have 
read the book “SELL- 
ING to and thru THE 
MOVIES.” 


Acoustical Materials 
Advertising Devices 
Air Conditioning Equipment 
Art Objects 

Building Materials 
Carpet and Rugs 
Carpet Linings 

Candy and Confections 
Decorating Materials 
Door-closing Devices 
Draperies 

Drinking Fountains 
Structural Glasses 
Vending Machines 


Electrical Devices 
Fine Furniture 
Flooring Materials 
Floor Lamps 

Floor Mattings 
Hardware 

Hearing Aid Devices 
Insulation Materials 
Lighting Fixtures 
Lounge Furniture 
Paint Products 
Plumbing Fixtures 
Safety Devices 
Upholstery Materials 


Aside from offering unusual possibilities for introducing and perpetu- 
ally reminding the masses of your product, this gigantic business itself 


offers you a major market. The average expenditure for theatre construc- 
tion (1929-38) was $47,363,000 annually. The annual expenditure for equip- 


ment and supplies is $25,000,000. 


The one way to cultivate this class market for itself and as a con- 
venient direct access to popular favor of the masses is through the use of 


The MODERY THEATRE 


CHANICAL MAINTENANCE SECTION of BONOREICE 


special issues for 194k, b snetading goo —_ ae 
only annual publication reach theatre in 
orth America; spotlighting every phase of theatre business. 


Write for a free copy of our plan book “SELLING to and thru THE 
MOVIES.” Address The MODERN THEATRE, 332 S. Michigan Ave., Chi- 
cago 4, IIL, or 9 Rockefeller Plaza, New York 20, N. Y. 
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HE TIME: 1902. The place: a bleak army outpost in 

Alaska’s wilderness. The man: an obscure, young army 
officer . .. who, years later, was to become one of the great 
Americans in history. 


Aeroplanes had not then been invented. Pearl Harbor was 
still locked in the abyss of time. But . . . all during the long, 
dark weeks of that arctic winter, the young Lieutenant pored 


otu- over books on aeronautics. He read ceaselessly of the strategy 

self . clad 

yus- and tactics of historic generals. He took long walks... 

uip- mulled over the things he had read... looked aloft, and saw 
in fantasy a deadly new weapon streaking overhead. 

con- 

e of Who was he? His name was Lieut. William L. Mitchell. 


Later on he became Brig. General Mitchell. Today, he is 
known to all, beloved by all Americans as just plain Billy 
Mitchell. 


All his life Billy Mitchell drew inspiration and courage 
from his reading. Reading supported him in his long, hard, 
uphill fight to prove the military might of the aeroplane. 
Reading helped him establish the foundations of American 
Air Power . . . reading helped him save America and civiliza- 
tion. But for him . . . we might have been too late! 


7 7 7 


THE AWFUL MIGHT OF AIR POWER, forecast by Billy 
Mitchell years ago, now has been forged in steel-laden skies. 
But before this could be done, all America had to be awak- 
ened to our peril, and educated to the need for a strong air 


Me Fee et 


Many times, before Pearl Harbor, The American Weekly 
gave wide publicity to Mitchell’s bold thinking; reported 
many of his military stratagems—in simple language and 
dramatic pictures all could understand. 


This is a policy of The American Weekly. \t gives light to 
many startling new developments in the fields of science, 
medicine, art, education, history and philosophy. It devotes 
more columns of space to subjects of cultural interest than 
any other general magazine in America. And these articles 
are so authentic they have earned a place for The American 
Weekly in the classrooms of schools, colleges and scientific 
institutions throughout the country. 


So, too, this great magazine has a fascination for the mil- 
lions because its stirring tales of love and romance, mystery 
and adventure deal with deep-down fundamental interests of 
the human heart. The stories are true—living, breathing, 


“The Nation’s Reading Habit”’ 
Main Office: 959 Eighth Avenue, New York City 
. « « 5 Wi~rnnor Squane, Boston... . 


Branch Offices: Heanst Binc., Cuicaco . . 


THEN ERICAN 


ie’ 


“He who holds Alaska may rule the world.” This was his prediction. When the Japs occupied the 
Aleutians, his fervid hope for air power became a leaping flame within the hearts of Americans. 
ss 


:t In his READING... in his dreams... 


deadly new weapons of the sky! 


human documents—they grip the imagination of millions 
every week. 


Week after week . . . in homes all over this land, over 
7,750,000 families receive their copy of The American Weekly. 
Who can measure its deep and fundamental influence? It 
educates, enlightens. It stimulates the minds of millions; 
awakens young and old to new ideas. 


Cock-a-Doodle-Do! 

E FIRST ISSUE of 
The American W eekly 
= in its new size appeared 
January 2. It went into 

the largest number of homes ever 
reached in the Weekly's 47-year 
history. It carried to these homes 


Ks 
<— 
more editorial features thao ever 
before. More than ever it offers the 
manufacturer the opportunity to 
place his products or his company 
before the eyes of the millions 
whose goodwill can determine 
leadership. 


+ Ancaoe Buoc., St. Lous . . . . . Hanna Binc., Cozvetarn 
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Editorial Ads 
Score High in 
Research Study 


New York, Dec. 30.—Two edi- 
torial advertisements scored high 
in readership, according to the Ad- 
vertising Research Foundation’s 
sixty-sixth report of the Continu- 
ing Study of Newspaper Reading 
covering the Nov. 3 issue of the 
St. Paul Dispatch. With men, a 
full-page United Aircraft adver- 


tisement attracted the most read- 
ers and was rated at 50%. This 
ad employed a news makeup 
technique describing the combat 
roles played by the various United 
Aircraft planes and equipment. 


N-K Places Second 


Second place for both men and 
women went to a 1,722-line Nash- 
Kelvinator advertisement, head- 
lined “I’m on My Own”, in which 
an American soldier alone in the 
jungle tells what he is fighting for. 

A 130-line Wheaties cartoon 


advertisement ranked first with 
women, obtaining a readership of 
53%. This same ad was third with 
men, scoring a 44% readership. 
The Wheaties ad not only toox first 
honors with women percentage- 
wise, but it established in the na- 
tional classification a new high in- 
dex score for both men anc 
women. The index ratings were 
338 for men and 408 for women, 
surpassing every other rating of 
national advertisements obtained 
since the beginning of the research 
studies by the Foundation. 


B&B Promotes Sloss 


John W. Sloss, Pacific Coast 
sales manager for Bauer & Black, 
Chicago, has been named sales 
manager of the company’s western 
branch, with headquarters in San 
Francisco. 


Appoints Y&R 

Cluett, Peabody & Co. of Canada 
Ltd., Kitchener, Ont., Arrow shirt 
manufacturer, has named Young & 
Rubicam, Toronto, to handle its 
advertising. 
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Abbott Laboratories 
Allied Store Utilities 


A. S. Aloe Co. 

American Hospital Supply Corp. 
American Mat Corp. 

American 


American Sterilizer Co. 
American Stove Co. 
Armour and Co. 

H. W. Baker Linen Co. 
Bard-Parker Co., Inc. 
Bauer & Black 

W. A. Baum Co., Inc. 
Baxter Laboratories 
Becton, Dickinson Co. 
Benedict Mfg. Co. 

E. F. Bernhold Co. 

S. Blickman, Inc. 
Breuer Electric Mfg. Co. 
Camel Cigarettes 


Cannon Electric Development Co. 


Wilmot Castle Co. 
The Celotex Corp. 


Chicago Dietetic Supply House, Inc. 


Ciba Pharmaceutical Co. 
Citrus Concentrates, Inc. 
A. M. Clark Co. 
Cleveland Range Co. 
Coca-Cola Co. 


Colt’s Patent Fire Arms Mfg. Co. 
Consolidated Chemicals, Inc. 


Continental Coffee Co. 


Crescent Surgical Sales Co., Inc. 


Cutter Laboratories 
C. R. Daniels 

Darnell Corp., Ltd. 
Davis & Geck, Inc. 

J. A. Deknatel & Son 
De Puy Mfg. Co. 
Despatch Oven Co. 
A. W. Diack 

Dyphen Co. 
Economics Laboratory 
Effervescent Products Co. 


Photocopy Equipment Co. 


Holtzer-Cabot Electric Co. 


Horner Woolen Mills 


Hospital Equipment Corp. 
Hospital Industries Assoc. 
Hospital Standard Publ. Co. 
Huntington Laboratories 
Hussmann-Ligonier Co. 


Imperial Brass Mfg. 
Inland Bed Co. 


Jackson Dishwasher Co. 
Jewett Refrigerator Co. 


Johnson & Johnson 


The Kelley-Koett Mfg. Co. 


Lehn & Fink, Inc. 
Eli Lilly & Co. 


Linde Air Products Co. 
Liquid Carbonic Corp. 
Loeser Laboratory, Inc. 
Macalaster-Bicknell Co. 
Mallinckrodt Chemical Works 


Massillon Rubber Co. 


Master Surgical Instrument Co. 


McGraw Electric Co. 


Meinecke & Co., Inc. 
The Mennen Co. 
Wm. S. Merrell Co. 


Metropolitan Wire Goods Mfg. Co. 


Morgan Service, Inc. 
V. Mueller & Co. 


National Drug Co. 


N. Y. Medical Exchange 
Ohio Chemical & Mfg. Co. 


Pacific Mills 
s Parke, Davis & Co. 


Parker, White & Heyl, Inc. 


®-@ 


Electrophysical Laboratories, Inc. 


E-Z Patch Co. 
Finnell System, Inc. 


General Electric X-Ray Corp. 


Goodall Worsted Co. 


Hanovia Chemical & Mfg. 


The Hillyard Co. 


Hoffman-LaRoche, Inc. 


Franklin C. Hollister, Inc. 


This list represents the results of the considered judgment of ad- 
vertising and sales executives and agencies handling the advertising 
of scores of America’s most successful business establishments—men 
and women whose specialty is the buying of media that will produce 
results. Shouldn’t you too consider carefully the story behind the 
success of the fastest growing publication in the hospital field? 


The only Hospital 
Publication which 


is a member of 
both the 
ABC and ABP 


Co. 


McKesson-Robbins, Inc. 


National Assn. of Insecticide & 
Disinfectant Mfrs., Inc. 


Co. 


Co. 


A. Ivan Pelter & Assoc. 
Physicians’ Record Co. 
Albert Pick & Co. 
Picker X-Ray Corp 
Pioneer Rubber Co. 
Procter & Gamble Co. 
Puritan Compressed Gas Corp. 
Rand McNally and Co. 
Refinite Corp. 

Reid Murdoch Co. 
The Ric-wiL Co. 


Rosemary Sales 


Will Ross, Inc. 


Sardik Food Products Corp. 
Savory Equipment Co. 


Schwarze Electric Co. 
J. A. Sexauer Mfg. Co. 
John Sexton & Co. 
Shampaine Co. 

Sharp and Dohme 


Shenango Pottery Co. 


Simmons Co. 


Singer Sewing Machine Co. 


J. Sklar Mfg. Co. 


E. R. Squibb & Sons 
Stanley Supply Co. 
Frederick Stearns & Co. 


Nathan Straus-Duparquet 


Todd Combustion Equipment, Inc. 
Troy Laundry Machinery Div. of American 


Machine and Metals, Inc. 
Union Carbide and Carbon Corp. 


Universal Washing Machine Co. 


The Upjohn Co. 
The John Van Range Co. 
Warren Webster Co. 


Westinghouse X-Ray Co., Inc. 


Wyandotte Chemicals Corp. 
Zimmer Mfg. Co. 


HOSPITAL MANAGEMENT 


100 E. Ohio Street 
Chicago 11, Illinois 
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WPB Moves to Ease | 
Shortage of Cotton | 
Clothing Items 


Washington, D. C., Dec. 28. 
Government officials have set out) 
to beat the shortage of infants’ and 
children’s clothing, with an ambi- 
tious production program involv- 
ing manufacture of millions of 
dozens of a variety of scarce wear- 
ing apparel. 

In releasing 18,000,000 yards of 
cotton fabrics and large quantities 
of cotton yarn for civilian use, 
however, the WPB will retain 
strict supervision over the quality, 
sizes and price ranges of the goods 
produced, stressing the need fo 
low-cost goods. 

The clothing items are to be 
made by all manufacturers who 
wish to participate in the program. 
Cotton mills will set aside the nec- | 
essary fabrics, and these will be 
parceled out to manufacturers by 
WPB upon receipt of an applica- 
tion. 

Manufacturers must indicate 
their desire for an allocation by 
Jan. 10. In submitting their ap- 
plication, they will be expected to 
give proposed production sched- 
ules and other information. 

Officials expect that the finished 
clothing will begin to appear on 
store shelves by February, and 
that the program will be extended 
into succeeding quarters of the 
year. It involves about 2,000,000 
dozens of assorted cotton clothing 
items; 505,000 dozen knit under- 
wear garments and 1,933,000 hos 
for the quarter. 


Promise Essentials 


Increased production of low- 
cost essentials for civilian use was 
promised recently by Fred M. Vin- 
son, director of economic stabiliza- 
tion, with the announcement of a 
joint WPB-OPA program to stim- 
ulate low-cost items. 

Recognizing that many low- 
price lines of goods had become 
loser items, and gone out of pro- 
duction, Mr. Vinson authorized 
small upward price revisions to 
permit continued production of 
these lines. In allowing these price 
increases, however, Mr. Vinson or- 
dered that these prices must be 
held at manufacturer’s cost of 
slightly above. 

Under the plan, manufacturers 
who have been earning a profit less 
than double the 1936-39 average 
will be permitted to make 2% 
above cost on low-price lines, 
while those who are making more 
than double the 1936-39 average 
will be expected to produce low- 
price goods at cost. 

Asserting that all manufacturers 
of consumers’ goods “have a pa- 
triotic responsibility to produce 
utilitarian, durable goods at a cost 
which the consumer is able 
pay,” Mr. Vinson pointed out thai 
there are millions who have had 
no increase of income since thé 
start of the war. 

“When materials and facilities 


the largest number of consumers,” 
he said. “The nation cannot enjoy 
the luxury of frills and extras 
when the nation’s economy is 
stripped for war production and 
more war production.” 

Even when price increases aré 
granted to permit production, 
these increases are to be absorbed 
at subsequent stages of production 
and distribution. 


NEW IDEAS FOR SALE 


We can clip all, or typical, busin 
‘paper advertisements and editor 
| articles that will show themes for 
| vertising and publicity on produ® 
| that are rationed or where high prio 
: ties limit their sale. Complete cov@ 
| age for industrial products, food prot 
' ucts, home furnishings, etc. 

Write for Booklet No. 20, “How 
Business Uses Clippings.” 


BACON’S CLIPPING BUREA 


221 N. LASALLE ST., CHICAGO 1, I 
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F "OUTMODED DI DISPLAYS 
ADVERTISING MATERIAL 


TURN IN YOUR OLD, DISCARDED OR OBSOLETE 
DISPLAYS, CARTONS, CATALOGS, BULLETINS, FOLDERS 
and OTHER UNUSED ADVERTISING MATERIAL NOW! 


The continuation of our offensive in Europe and the Pacific is 
seriously menaced by an inadequate supply of paper, one of 
our most vital weapons of war. Lack of manpower in forests 
and mills, stoppage of pulpwood importations, curtailment of 
transportation facilities, shipment of waste paper products 
overseas, are important factors in this shortage. In spite of the 
urgent need for every obtainable pound of waste paper, the 
salvage drive is falling far short of its mark. Prompt relief is 
imperative. Advertisers who have old, unused advertising dis- 
plays and other promotional material stowed away, must do their 
share. Check your stockroom, warehouse and distributors at 
once and release every pound of paper you possibly can. 


a cr ; : oe we, f = bcd i anna Ss, _ . » oe eee as a me i a 35s, es ah a eulemle be Nes base 4 ro va ike tee ane ee oe : ae 2 yn | fa i ct e me 
ei ee i Ng gl = = Bee B&O. eaten ah Goa S. eee’ o £ 
SRM LOE Sane. atin gg PR li gh alae os oa . oe ; i A Mog 7 ir Saad : j i - : 
i 4 ate em e a pt eae 4 <a se = is ba a 8 : ycmmes sf Sie = Na A a = Re ach bth yO . Fe ass oe. ¥ -- a 
es a Si 3 Ces. eS a ee ee | co Oe, Me “ nee an re ak, he Gi ra : ¥ ag 7 So Ee LR. ee et bs ere 
Ta AJ] A\LN ee”) . , 2g» Ga [zz 
i ts We mo Oe Oe 7 ee eT ity a F oe : “s is . : i a 
8. ne 2 Ne — i” Ch lela : jf. 4 ; sg E : fe = 
out. i. . = é “ ee, ee, wh ayes. - my o “ : * ae 
and a & te oe 
nbi- . i” | + 3 
Olv- * é ‘. i ; ; & we : “ , r 
; off Fy da ‘i ° ff Ss : ' a 
: a ee ee 2 es i a ra 
1 es I T° <o ._. | aa 
s off fo Sy any Be : Tit ) : ‘ 7 : 7s 
ities] ie cha \ \ io || 2 ar ee 7 5 : <- i ” ™_ 
lity io 4 | cf 4 - eg i ; ‘ a hae 
ee ts: ee =e = hae = a 
af QDE 4 : 7 uli 4 “ < 
» be bc \sch my } fi “Vel = %): ee 
who a a D eg O i H ‘Bheseng. j 4 3 jEI/S) = 7 “ 
a | 5 ;@* 4 _ se (pee e aces , Lig oo - He — 
ee > gM A ieee. Mae | dE | i PB WIS eco | 
1 be} Be a Pad — <@ ‘eeaeieacas SPARE ORE lee A ; a 
s by i * B ae ae ih s t u } ; : | ee 2 i ps = ~ aie on 
lica~| eae a, ral ))0Uté«dWRWwE ee Sel ttt aos os 
Se, i ale ea iH ie Po) TREES oe = 
shed] Fah IF ar } ” Lal 
ue ott | .. i a ta 
and Sam: saat ; E ‘| wo Ee 
ndedf fis YY gootkt mnt i} KZ 3 GY ——— — 
the) Bh. ta, Te ae j ae 
0,000 4 ue J o \) i vf “as 7 
a we @ ; j : 5 f- — ~ 2 7 » fs - 4 ad A 
.§ * et Pat 4 FF 2 ’ , a 
vas] eet : ae J ¥ "3 
Vin- ees " i 
lliza- bia Oe ROCKR™ a ae Pg 
of a} fm a — N mone Ful 
stim- kee Oe ‘ 
come] Yl ; : Rt. 
pro-| a) aaron < . " 
rized a 1 metcees ae 
is to} fam ae Aseceeces 
n off +o saad 
price V4 ‘ 
n or- ; / a 
st be ” ARP fae a pe 
t org | 4 c_ fa 
: ; ree é EAP 
urers 3 . ‘y * A Hs A a /, aie be 
t less ee oe ae oe Ei od 
a a a 
2% \ | coe 
lines, ay le Ae re 
erage “2 oc i. 
low- e a 4198S Ra 
a ce 
urers§ ‘ ae 
4 pa- , aa ee mr 
duo Se" ust 0 
i co URE oe a ? 
: ee ns 
t tha ?- om ove il ea 
2 me neem POU ce 
> th , ‘ 3 sa ww iN NO oad 
used P Mery ZS ' 
e the I ‘ Zz 
s for ; y / — 
~ ee ae 
x tras - R wr f ar 
Ly 18 4 ii 
a Taal) “a = & 
si "we Ri lie ey yoy ® i. 
ction, wae is % Y q ae 
orbed — — se mae ae ae 
action IR TR AOR mC TONES pe ‘ } \ es 
= a a ocotcouane A mane: A aectemes fl oem we | iD Sao 7" 
i : - A : Seueioemmenntananie’ 4 a “ 's ae, i 3 od | e [= i inl * 
using e, = — er e j= & r , 
editor Seer | tae t) = a—_ 4% — —— ee Gs 
for o ee ot aan i - -” va a; =~ Ge on ee ee bl = 
srodudé |! a. 4% heise | er : a Cc 13 «3 a a 
h prior Ba by ss aaa oa > . ibe ari ee ees oe De ees i + 
Ene lemme te lO len a Nasa li Dk 
dD “- oe eo: ey : P : ‘ 4 FA ; ‘ 
h > 2 THIS SPACE CONTRIBUTED TO THE WAR EFFORT. 
low © > Wak, Jae Le oe ae ‘irae aie os ae ee ay eee OO . a 
am GY ARVEY CORPORATIONK|[. 
INE _~ ‘ a ae ar ERVING AMERICA’S ADVERTISERS SINCE 19 ee ee 
1,y0u! : oo, ea.) — ok eee” ees oO eee 
og © a . ee ale Te : roe # eee on “ae ge * a ow. 
on a ne ee eis the i ee | 
pestis Me oe To. =. eee on ep 7 i ' r : ‘ ; : 
a a Se. ee a aaa ee 2S Cae ie ie eg ‘s ae a one pr a mh _ , ~ 


PRELUDE 10 THE'- 


280 GREAT DEPARTMENT STORES JOIN 
THE SATURDAY EVENING POST IN A WAR BOND DRIVE 
HONORING OUR SUBMERGED ALLIES 


TRIBUTE TO 
| THE aphhevrdnineeo 


HEY’RE BACKING THE 

ATTACK-—these great de- 
partment stores—in a nation- 
wide War Bond Drive honor- 
ing Greece,Czechoslovakia, The 
Netherlands, Poland, Norway, 
France, Belgium, Yugoslavia, 
Luxembourg, Denmark. 


This great War Bond Drive 
is inspired by Joseph Ausland- 
er’s stirring Open Letters to the 
Unconquerables published in 
The Saturday Evening Post. 


Cee 


-* Thrilling, dramatic window 
displays will show the true pic- 
ture of their valiant struggles. 
Literature picturing their fight will be distributed by 


One of the many colorful window displays featured during Tribute to the Unconquerables. 


the stores—gift of the Governments of the oppressed - 
Sa U. S. TREASURY DEPARTMENT COMMENDS DRIVE aon 
ne Every Bond buyer will receive free magnificent full- Tribute to the Unconquerables is a fitting ; be 
color reproductions of Joseph Auslander’s Open prelude to the opening of the Fourth War Det 
a Letters to the Unconquerables, plus a biographical Loan Drive. The War Finance Committee _ 
4 sketch of Auslander and the arr of how these Let- commends it div on the Assent Bt 
ters came to be written. edescarkiigs Petree es . 
| ate people as an expression of faith and friend- 
* Here, again, is a demonstration of the willingness shin from a ereat free nation ¢ wit 
je of the nation’s retailers to devote their great resources P 8 a Or | 


mm to the vital job of selling War Bonds to speed victory. ins — Be sr agg > ahi = bs yea. | 
oF ; ore fe ' manc , U. S. Treasury Department. 
You are cordially invited to visit the store in your H3 

city sponsoring the Tribute to the Unconquerables. 
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Beginning January 10th—thrilling window displays at these stores 
* * 
co-sponsoring Tribute to the Unconquerables 
Aberdeen, So. Dak.....Olwin Angell Store Elizabeth, N. J............. Levy Brothers Madison, Wis...Harry S. Manchester, Inc. Ss. 3 ene Y 
Aberdeen, Wash....... George J. Wolff Co. Se err Ziesel Brothers Manchester, N. H., St. Fy , ener Ce = 
Abilene, Tex........ssecescseees Minter’s Elko, Nev.............. Reinhart Company Leavitt Stores Corporation Salem, Ore......... Miller Mercantile Co. 
Mbven, O......cccccees The M. O'Neil Co, Elmira, N. Y............. S. F. Iszard Co. = Manitowoc, Wis..The Henderson-Hoyt Co. Salina, Kans....... The Stiefel Stores Co. 
Albany, N. Y........... seeecees Whitneys El Paso, Tex....... Popular Dry Goods Co. Mason City, lowa......... The Merkel Co. Salt Lake City, Utah.......... Zz. C. M. I. 
Albert Lea, Minn.....Skinner Chamberlain Enid, Okla. ................ ..-Newman’s McKeesport, Pa.............. The Famous San Angelo, Tex., 
commce agg ag seen pp hk Co. ee Ag Prescott & goog ee Co. — . wert rey Manns Dept. Store Cox Rushing Greer Company 
exandria, La.......... eiss oldring yer e Broadwa emphis, Tenn., are ‘ 
Algona, lowa....... The Chrischilles Store Everett, Wash. ....... isthoush-Wackale B. Lowenstein & Bros., Inc. = tens Aig ep The Harris ae 
Allentown Pa.............. Hess Brothers Fairmont, W. Va..J.M. Hartley & Son Co. = Meridian, Miss.....Marks, Rothenberg Co. San Diego, Calif...The Marston Company 
_ Altoona, Pa.....The William F. Gable Co. = Fall River, Mass............... McWhirr’s Miami, Fla............... Burdine’s, Inc. | San Francisco, Calif. 
Anderson, Ind........... The Banner Store Fargo, N. Dak...Herbst Department Store Michigan City, Ind...... Carstens Brothers ; City of Paris Dry Goods Co. 
Ann Arbor, Mich........ peseees Goodyear’s Fitchburg, Mass...... Nichols & Frost Co. © Middletown, Conn....James H. Bunce Co. San Jose, Calif. Hale Bros 
Appleton, Wis..The Pettibone-PeabodyCo. Ft. Worth, Tex....... W. C. Stripling Co. Middletown, 0.......... The Central Store Santa Ana, Calif....Rankin Dry Goods Co. 
Asheville, N. C............04- Bon Marche _— Frederick, Md........... C. Thomas Kemp Milwaukee, Wis............. Boston Store Savannah, Ga..........Leopold Adler Co. 
Ashland, Ky....... The C. H. Parsons Co. Galveston, Tex. ............+-:: Eiband’s Minneapolis, Minn....L. S. Donaldson Co. Schenectady. N. Y..... The Carl Co. 
) Atlanta, Ga... eset enes Rich's Gary, Ind...........+ H. Gordon & Sons Minot, N. Dak...............00. RE eng Re 
— Bag paenent arg . _ } ren ge Pg ae jaeewt F. ~. ow - ee Ind....M. Gilbert & Sons Co. Seattle ‘Wash... Bon Marche 
antic City, N. J....... . E. Blatt Co. i, Ae owler’s, Inc. A rrr Hammel’s —_—, ae 
Auburn, N. Y....Auburn Dry Goods Corp. Grand Forks, N. Dak.....Herbergers’, Inc. Montgomery, Ala....... Montgomery Fair a ae? aight dee The Sharon Store 
‘ Augusta, Ga........,-.4. B. White & Co. Grand Island, Neb.............Wolbach’s Muncie, Ind.............4..4, Ball Stores a ~S 
My CUccccccce . H. Williams 0. rand Rapids, Mich...... erpolsheimer’s uskegon, Mich.....Wm. D. Hardy 0. . i 
Bakersfield, Calif...... Malcolm Brock Co. Green Bay, Wis.......... H.C. Prange Co. © Muskogee, Okla....Calhoun Dry Goods Co. Stevens Fryberger & Co., inc. 
Baltimore, Md.............. Hutzler Bros. qreneaen, S- Car... .Meyer’s ~— 7 — be spaasdacece Cain-Sloan Co. Siew toe i eceseud > ~~ hermg4 
Ns TEs cccccccccccscccccece Freese’s PERPEy. Me Era co ccccccccceces e Fair ew Bedtord, Mass., 9 TOWER es ccccces ads 
Baton Rouge, La.--.----.- The Dalton Co. Greenville So. Car......... Ivey-Keith Co. Charles F. Wing Co., Inc. South Bend, Ind............. Robertson’s 
Beaumont, Tex..White House Dry GoodsCo. Hagerstown, Md........ Leiter Bros., Inc. | New Brunswick, N. J., Spartanburg, S. C.. The Aug. W. Smith Co, 
connate McNeany’s Hammond, Ind....... Edward C. Minas Co. P. J. Young Dry Goods Co. Springfield, I 1l.....The John Bressmer Co, 
Berkeley, Calif......... Jj. F. Hink & Son ——- Harrisburg, Pa............ Pomeroy’s, Inc. | New Haven, Conn... The Edward Malley Co, Springfield, Mass.. Albert Steiger Company 
Bethlehem, Pa...Bush & Bull Corporation Hartford, Conn.....Sage-Allen & Co., Inc. Newark, N. J....L. Bamberger & Company Springfield, Ts cad os Ane Heer’s, Inc. 
Billings, Mont... The Hart-Albin Company = Hattiesburg, Miss..Fine Bros.-Matison Co. | Newark, 0....... The John J. Carroll Store Steubenville, O...............4. The Hub 
Binghamton, N. Y...McLean’s Dept. Store aa oe SHES sire —— Sons aang ose oid ~ghog sn ee ae ag me 
Birmingham, Ala.................. Pizitz olyoke, Mass...... . Steiger ompany ewport News, Va....... achman’s, Inc. T, WiS...ccccecceee 0 ros. Co. 
Bismarck, No. Dak....... A. W. Lucas Co. = Houston, Tex................. Foley Bros. New York, N. Y.......... Bloomingdale’s | Syracuse, N. Y..... C. E. Chappell & Sons 
Bloomfield, RR FFs Fr Lipton’s te ene a 7 _— a se og aig N. “aeacees = ay - bea — bescceenane Rhodes Brothers 
Boise, Idaho.......... C. C. Anderson Co. ndianapolis, Ind....... m. H. Block Co. orfolk, Va....... mes rownley, Inc. ampa, Fla.......... Maas Brothers, Inc. 
_ Boston, Mass...... Jordan Marsh Company — me were The L. . — Co. che ye aiden: & — a + % a Root Dry Goods Co. 
Bridgeport, Conn...... The D. M. Read Co. a eee ennington’s ahoma City, Dic sccaddanenes err’s Sy Wed vaccesceessddd LaSalle & Koch's 
Bristol, PNRM H. P. King Co. Jackson, Tenn........ Sol Tuchfelds & Son Omaha, Neb........ J. L. Brandeis & Sons Topeka, Kans........ The Crosby Bros. Co. 
Brockton, Mass...... Fraser Dry Goods Co. Jacksonville, Fla.............. Furchgott’s Orlando, -Fla............ Yowell-Drew Co. Trenton, N. J., 
Buffalo, N. Y....The William Hengerer Co. Jamaica, N. Y......... Gertz, Long Island Oshkosh, Wis.....The Henderson-Hoyt Co. Goldberg’s Department Store 
Burlington, lowa...... J. S. Schramm Co. Jamestown, N. Y..Abrahamson-B.gelow Co. Pawtucket, R. I......... David Harey Co. = Troy, N. Y...... Wm. H. Frear & Co., Inc. 
Burlington, Vt.. Abernathy Clarkson Wright | Johnson City, Tewn................ King’s = Peoria, Ill............. Block & Kuhi Co. Tulsa, Okla........... Brown-Dunkin Co. 
© Canton, 0 Kobacker’s Dept. Store Ge Tiles evccdceceses M. A. Felman Co. Philadelphia, Pa......... Gimbel Brothers Tuscaloosa, Ala........ Louis Wiesel, Inc. 
| Casper, Wyo........Kassis Dry Goods Co, Kansas City, ne ef . Aor Ry - se eeeeecescceecs Be eee GEE Mitnséccvcdcnsee Mayer & Schmidt 
: ; erome E. Grossman Co. PD Mis cocceecvegsees aufmann : 
Charlestun’ $C. Kerrisons Dry Goods to, Kansas City, Mo., Plainfield, 'N. J........-Rosenbaum Bros. Ventura, Calif......Ventura Dept. Store 
Charleston, W.V., The Diamond Dept. Store dela Tayler Dry Goods Co. — Pantias, MIER,........+++++- Waite’s, Inc. Vicksburg, Miss..The Valley Dry Goods Co 
Chattanooga Tenn Lovemans, Inc Knoxville Tenn.............. Millers, Inc. Port Arthur, Tex............. Bluestein’s W 1 , - ve - 
Chicago, Ill.....Carson Pirie Scott & Co. LaCrosse, Wis....The Wm. Doerflinger Co, Portland, Me..... Rines Brothers Company Walle Li iy E. Cox Dry Goods Company 
Chico. Calif... M. Oser & Co, Lafayette, Ind........... Loeb & Hene Co. = Portland, Ore............ Meier & Frank’s Wa a Walla, Wash......... Gardner & Co. 
Cincinnati, 0.....The Mabley & Carew Co. —_ - La... caren ong hog ao : tts _ res, 47 = Warren, 0 erie Strouss-Mirshberg Co. 
WwW Va ; neaster, Pa......... a and, Inc. ortsmouth, Va.............. e Famous 1 Pte Ads P . 
eas. W. Va.. Watts, ae. 4 - Lansing, PIR Sy: J. W. Knapp Co. Pottsville, Pa A COI: Pomeroy’s Inc. Washington, 8 Sree: The Hecht Co. 
Colorado Springs, Colo ahi Giddings Inc. — gr mga Aug. C. — a Ae mage - okie of _ aiuke ea eo ae 
: eeu Dark’< © WR, Bie ccccccsscccces swedes yovidenes, RB. b...ccccccee utlet Co. ’ 
an e.. 7K. Kirwan 0. Laurel, Miss....... Fine Bros,-Matison Co, Prova, Uta.......0.0.2..0+.0 Se en he ee 
‘0. Thee & I ” he Ss ebanon, Pa................ e Bon Ton ueblo, Colo., ‘in ete ¢~ ; 
a ©. * so ‘ : — Lewiston, Idaho................ Bratton’s The Crew-Beggs Dry Goods Co. © Waukegan, IIl....Globe Department Store 
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Advertising’s War Record 


This is a good time to look back 
over the record of advertising dur- 
ing the past two years of war, and 
to consider the jobs assigned to it 
for 1944. We believe it can be 
said without question that adver- 
tising has made good in the execu- 
tion of its special functions in war 
time, and that the contributions 
which it has made fully justify the 
approval given to it by govern- 
ment as well as business. 

Without attempting a complete 
review of all of the accomplish- 
ments of advertising since Decem- 
ber 7, 1941, it can be noted that 
advertising has been successfully 
mobilized for the promotion of 
war bond sales; for the speeding 
up of war production and the re- 
duction of absenteeism and other 
brakes on output; for cooperation 
with government agencies in car- 
rying out rationing programs and 
other activities requiring full co- 
operation of the public; for stimu- 
lating the collection of scrap and 
the execution of other salvage 
programs; for assisting in the col- 
lection of blood by the Red Cross, 
and for aiding in raising funds for 
relief at home and abroad. 

Advertisers have realized that 
they have in their hands a tool 
which can be used effectively to 
aid in the national war effort, and 
that by disseminating the right 
kind of information they have 
been able to make a real contribu- 
tion to the morale of the people. 


It has been a fortunate circum- 
stance that the War Advertising 
Council has been on the job, work- 
ing with the Office of War Infor- 
mation and other government 
agencies in the development of 
specific programs with which the 
work of individual advertisers 
might be integrated. When the 
history of the war services of ad- 
vertising is finally written, the fine 
accomplishments of the Council 
will make a bright chapter in the 
story, and one of which every ad- 
vertising man and woman will 
have a right to be proud. 

It should be remembered, too, 
that advertising which informs the 
public regarding the availability 
of goods is well worth while from 
the standpoint of aiding the war 
effort. Supplying the needs of the 
public, while continuing to arm 
our soldiers and sailors and air- 
men and those of our allies, is a 
primary requirement, and the news 
of merchandise which is available 
for civilian use remains a function 
of advertising for which there is 
no substitute. 

We believe that in 1944 adver- 
tisers will continue on the beam, 
as far as their recognition of their 
responsibilities and opportunities 
for participation directly in the 
war effort is concerned. The job 
is to make every advertisement 
work harder for speedy victory 
and the maintenance of all essen- 
tial activities on the home front. 


No. 1 Critical Material: Paper 


We think that every advertiser, 
as well as every publisher, is fully 
convinced by this time that paper 
is a critical material, and that in- 
creasing the supply of pulp, paper 
and paper products is one of the 
most important jobs confronting 
American industry in 1944. While 
steel, copper, aluminum and other 
materials formerly on the critical 
list are now in a much easier posi- 
tion from the standpoint of supply, 
the demands for paper have not 
been fully met and in 1944 the 
supply will remain far below 
maximum requirements. 

Because every advertiser and 
every publisher will operate on a 
restricted basis this year, with con- 
sumption held at 75% of usage in 
the base period, it should not be 
necessary to urge everyone di- 
rectly and indirectly concerned 
with the use of printed advertising 
to get back of the drive now under 
way for the salvage of waste paper 
of all kinds. The story has been 


fully presented in ADVERTISING 
AGE and other business publica- 
tions, and the great advantage to 
the country in general as well as 
to all paper consuming industries 
of collecting every available pound 
of paper for salvage is too evident 
to require repetition. 

Yet thus far the results of the 
paper salvage drive have not met 
expectations. Too many communi- 
ties still have not yet organized 
facilities for collecting the thou- 
sands of tons of materials which 
are available everywhere. Recog- 
nition of the importance of the job 
to be done should spur those in 
the advertising and publishing in- 
dustries to get behind the drive 
and to see that results are accom- 
plished. 

The success of the paper drive 
will not only benefit advertisers 
and publishers, but help the whole 
country solve the problem pre- 
sented by today’s No. 1 critical 
material. 


—General Mills 


"Dear Diary—it's a wonderful life on this island—this morning we had Wheaties 
for breakfast again." 


Plugs Johnstown 

Genial Tom Nokes, of Johnstown 
Poster Advertising Company, a 
civic booster of the more advanced 
type, has sold his community on 
the idea of a six-month campaign 
to emphasize that Johnstown, Pa., 
once noted throughout the country 
for its disastrous floods, is now 
“Flood Free Johnstown,” thanks to 
the completion of an $8,670,000 
flood-control project by the U. S. 
Army Engineers. Under the cam- 
paign inspired by Mr. Nokes, 100,- 
000 Johnstown residents’ will 
concentrate for six months on 
advising all their friends and rela- 
tives throughout the country that 
there will never again be a Johns- 
town flood, and that the Pennsyl- 
vania community is a fine place to 
live and work. At the end of six 
months, Johnstown residents plan 
to drop the word “flood” from 
their vocabularies, and they hope 
that all other residents of these 
United States will do likewise. 


Splits Hitchhikers 

KLX, Oakland, Cal., has adopted 
a new policy which it hopes will 
do much to eliminate the hitch- 
hike announcement problem. 
Hitch-hike announcements, as you 
undoubtedly know, are those 
tagged on the end or the beginning 
of shows, which, together with a 
station-break announcement, may 
cause as many as three separate 
announcements for three diverse 
products to be aired without any 
real interruption. So KLX now 
closes all hourly news periods, af- 
ter the closing announcement, with 
a service men’s song such as An- 
chors Aweigh, Marine Corps 
Hymn, and other military airs. A 
full chorus is played before an- 
other commercial is allowed on the 
air. And the public likes it, we 
hear, even though it means that the 
military airs getting a lot of airing. 

Incidentally, KLX is also proud 
of the fact that Capwell, Sullivan 
& Firth, one of Oakland’s leading 
department stores, used approxi- 
mately 5% hours on Christmas 
Eve and Christmas Day to air 16 
special Christmas programs over 
the station. 


No Taxis 

Strange things happen these 
days, such as the sign on the 
liquor store in the National Press 
building, Washington, which had a 
sign on its door continually for a 
week or more, announcing: “Out 
to Lunch. No Liquor.” In Toronto 
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DeLuxe Cab Company bought 280 
lines of newspaper space on Dec. 
22 to announce that “because our 
gasoline quota to Dec. 25 will be 
exhausted by Dec. 24, and in order 
to give our employes their first 
Christmas off, DeLuxe taxicabs 
will not operate Christmas Day.” 

What with restaurants, cab com- 
panies, bus companies and others 
closing down on Sundays and holi- 
days; with drug stores and other 
emporiums shortening their hours 
to the point of elimination; and 
with stores displaying vast portions 
of empty shelves, it would appear 
that we have finally reached that 
very awkward stage in which it 
is much harder to spend money 
than to make it. 


Jottings 

Last year Nash-Kelvinator pre- 
sented all employes with a book 
called “Your Hidden Treasure,” 
which was designed to help all of 
them keep a record of their income 
and expenditures, taxes and other 
deductions. This year a new and 
enlarged version of this bookeep- 
ing assisting is going to Nash-Kel- 
vinator workers. It contains more 
than 60 pages, and includes a com- 
plete household expense form and 
space for maintaining the family 
budget for a whole year; an ex- 
planation of the pay-as-you-go tax 
plan; information on inflation, war 
bonds, social security, hospital, 
group insurance and other work- 
ers’ benefits, etc. Just to make 
sure that they are not wasted, 
copies are mailed to employes’ 
homes... 

Keelor & Stites Company, Cin- 
cinnati agency, revealed in a local 
newspaper advertisement the other 
day that six of its clients now have 
in preparation essential new litera- 
ture, postwar sales portfolios, and 
other selling aids. “One of these 
sales helps,” says the ad, “carrying 
a postwar dateline, refers to the 
war in the past tense only.” Are 
you wondering, as we are, whether 
that “postwar dateline’” merely 
says “Postwar,” or whether it is a 
specific calendar date? .. . 

Sam P. Judd, St. Louis advertis- 
ing agency head who handles In- 
dustrial Bank of St. Louis adver- 
tising, got a letter from his son in 
the Army suggesting that banks 
turn some of their energies toward 
the promotion of “surprise savings 
accounts” for the boys in service, 
and forthwith passed the idea on to 
the public via newspaper adver- 
tising ... 
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The following documents may) 
be secured without charge from’ 
companies sponsoring them, or) 
through ADVERTISING AGE, by any] 
national advertiser or advertising 
agency executive writing on his 
business letterhead. 


No. 2269. More Illusions and 
Magic with Color. 

General Printing Ink Corpora- 
tion has issued this amusing folder, 
which contains several demonstra- | 
tions of visual phenomena. Al- 
though it’s on the entertainment ¥ 
side, the basic thought might be 
applicable to furthering the use 
of color printed promotions. 


No. 2270. Exploring with Crossley. 

This booklet, issued by Station 
WGY, Schenectady, contains all 
the details of a Crossley rourd- 
the-clock survey of radio listening 
in the area of eastern and central 
New York and western New Eng- 
land known as the “Hudson Cir- 
cle.” Graphs and charts show per- 
centage of listeners tuned to each 
station, ratings for half-hour 
periods. the pattern of listening in 
leading cities, and so on. 


No. 2206. New Circulation and 
Market Data. 


The Los Angeles Times has is- 
sued this folder containing new 
market information on the Los An- 
geles area, including population 
increases, the number of women 
in war industries, per capita in- 
come, department store sales and 
other details. Circulation of Los 
Angeles newspapers is compared 
with that of 1942. 


No. 2210. Following the Market. 


Nation’s Business has issued this 
booklet, which contains a record of 
the publication’s circulation, 1916- 
1943, shows how it has been af- 
fected by business activity and de- 
pression, and describes the current 
attempt to go against the trend of 
expanding business activity in or- 
der to meet paper restrictions. 


No. 2209. What More Can We Do? 
Screen Broadcasts has issued 
this folder, which describes one of 
the series of theater campaigns it 
is distributing in cooperation with 
such government agencies as OCD, 
OPA, Public Health, etc. and 
which are available for national, 
sectional or local sponsorship. 


No. 2262. Something New Is Hap- 
pening in Dayton. 

Percentage of gains in popula- 
tion, employment and payrolls, and 
retail sales are reported in this 
booklet, issued by the Dayton Jour- 
nal-Herald, along with informa- 
tion on the papers’ circulation 
growth in the ABC city zone and 
the trading area. 


No. 2242. Newspaper Advertising 
in Fort Wayne. 

A report on newspaper adver- 
tising in Fort Wayne, Ind., for the 
first nine months of 1943 is given 
in this folder, issued by the Fort 
Wayne News-Sentinel. Market 
data, covering figures on popula- 
tion increase, retail sales, number 
of wage earners and other indexes 
are included. 


No. 2227. 
ship. 
Starting its third year with 4 
circulation in two million homes 
in 15 markets, Parade has issued 
this brochure, which reports on its 
family readership position and ex- 
plains the gains accomplished. 
Full of illustrations with figures 
indicating reader traffic as meas- 
ured in an L. M. Clark survey, 
the brochure also includes a list 
of advertisers who have used 
Parade. 


Leadership in Reader- 
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Can we keep our heads when Hitler loses his? 
by LEON HENDERSON, former head of the O. P. A. 


Have you considered the perils we face following the fall 
of Germany and the crushing of Japan? What shall we 
do with 2,000,000 demobilized servicemen, 8,000,000 
war workers, $50,000,000,000 worth of surplus materials 
of war, $20,000,000,000 worth of un-needed war fac- 
tories and equipment? How shall we rebuild the vast 
devastated areas of the world? Here are the startling 
problems that may suddenly confront us any day in 1944. 
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CLM 


It’s CALLED the Political Action Committee of the 
Congress of Industrial Organizations. Its chairman is 
Sidney Hillman, head of the Amalgamated Clothing 
Workers’ union and former co-chief of the Office of 
Production Management. Its purpose is to fuse, through 
education, the voting action of organized labor into one 
gigantic political force that, in the coming crucial elec- 
tions, will hold a balance of power far greater than that 
of any third party. The labor pains that gave this politi- 
cal giant birth are detailed in the February issue of The 
American Magazine, in... 


LABOR’S POLITICAL AIMS 
by PHILIP MURRAY 
President of the C.1. O. 


The C.L.O. claims that Congress is grow- 
ing more anti-labor, more reactionary; 
that the tax program is inequitable; 
that the failure to control inflation is a 
scandal and disgrace; that government 
agencies are inefficient bunglers. Here’s 
political dynamite for all men in busi- 
ness and industry who realize that 
new patterns of decision must be made 
for the perilous post-war period ahead. 


No issue we have ever published more perfectly 
exemplifies the unique character of The American 
Magazine. Here, complete in one issue, are articles 
slanted sharply at the deep personal interest of the 
individual and his problems, problems that spring 
from significant national and international issues 
... Here, too, are complete novels and short stories 
by the greatest names in contemporary fiction. Read 
the February issue and discover: 


1. Why it’s a sell-out on the newsstands... 
with millions of copies shared with others. 


2. Why it wins and holds an audience no . 
other magazine can match, the aspirational 
millions of “people who give a damn”, people 
whose ambitions and attitudes make markets. 
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"7 250 PARK AVENUE, NEW YORK 17, N.Y. 
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Swift & Co. 
Gets Ready for 
Postwar Market 


AMI Predicts New 
Production Peak 
for 1944 


Chicagé, Dec. 30.—The meat in- 
dustry’s wartime and _ postwar 
problems—and Swift & Co.’s pro- 
duction and planning for future 
markets—were pointed up this 
week in a comprehensive year 
book. 

The 28-page book carries the re- 
port of President John Holmes to 
stockholders, as well as a con- 
solidated balance sheet showing 
that dollar sales for the year ended 
Oct. 30 hit another all-time high 
after record °42 sales. But it also 
tells how Swift & Co. is doing its 
best to give its products an as- 
sured position in the postwar mar- 
ket by providing: (1) top quality; 
(2) consistent advertising of brand 
mames; and (3) sales efforts and 
good customer relations. 

A growing awareness of nutri- 
tional values among the mass of 
consumers will tend to broaden the 
demand for meat in postwar years, 
the company declares, with the 
next trend in public nutritional 
education concerning the protein 
foods and more specifically the 
animo acids (a theme adopted by 
the American Meat Institute to 
combat the inroads of cereal “‘sub- 
stitutes” for meat). 


Research to Aid 


Swift & Co., like all business, 
expects to go through a trying 
period of transition from wartime 
to peacetime operations, when 
necessary changes in purchasing, 
production and _ merchandising 
must be made promptly and 
wisely. “In deciding upon such 
changes,” the company adds, “offi- 
cers and department heads have 
the assistance of the company’s 
long-established research labora- 
tory, commodity outlook research, 
and marketing research staffs.” ~ 

New products and processes de- 
veloped by research and experi- 
mentation during the war will be 
adopted when conditions are fa- 
vorable. As an example, it men- 
tioned the ice cream bar coating 
which, when frozen, hardens to a 
brittle texture and causes it to 
break when eaten. “This resulted 
in a rather messy situation for the 
fastidious customer,” Swift says. 
“Coating oils now made from hy- 
drogenated peanut, cottonseed and 
soybean oils are ‘shatter-proof’, 
even after freezing. This elimi- 
nates the hazard to Junior’s best 
sweater.” 

Beef and pork departments op- 
erated at a substantial loss during 
the year, but a long-time policy of 
diversification helped boost com- 
pany earnings. Sales _ totaled 


WITHOUT... 


During the period 
1940-1943 effective 
buying income in 
Battle Creek has in- 
creased from $38 mil- 
lions to over $80 mil- 
lions — a gain of 
110%. 


aoe 


THE BAITLE CREEK 


ENQUIRER «*»> NEWS 


$1,490,016,635, a gain of 5% over 
1942, with net earnings amounting 
to $17,431,372, compared with $16,- 
972,721. 


Hit U. S. Policies 


Government officials were criti- 
cized in the report for not delegat- 
ing to the War Meat Board proper 
authority to carry 9n a program of 
meat management endorsed by the 
American Meat Institute to control 
livestock slaughter, put meat into 
controllable channels and effect 
consumer rationing. Swift & Co. 
also objected to payment of a sub- 


sidy through meat packers. 

New items which the company 
has developed include _ special 
boneless beef cuts, dehydrated beef 
and pork, “Tushonka,” a canned 
pork specialty for Russia, and in- 
dustrial soap used in the manufac- 
ture of industrial rubber. Most of 
its food products, however, remain 
unchanged. 


Production Hits Peak 


More meat was produced in the 
country this year than ever before, 
and an even larger production is 
expected in 1944, according to T. 


Henry Foster, chairman of the 
board of the American Meat Insti- 
tute and president of John Morrell 
& Co., Ottumwa, Ia. This year’s 
meat production record was 124% 
greater than that of 1942, he said, 
and the Institute estimates that 
production next year will be about 
25,600,000,000 pounds, 6% above 
this year. The current record was 
achieved, he pointed out, despite 
manpower shortages, scarcity of 
machine repair parts, lack of con- 
tainers used in distribution and 
other factors. 
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year, however, is expected to be 
only slightly more than this year’s 
per capita amount, estimated by 
the AMI at 132 pounds. This is 
due to expected increases in de- 
mands of the armed forces and 
lend-lease requirements. 


Names Garfield, Guild 


Garfield & Guild, San Francisco, | 
has been named to handle tne ad-} 
vertising of Hunt Brothers Pack- 
ing Company, San Francisco food} 
packer. A consumer advertising| 


The .share for civilians next| program is planned. 


You say that 21 guns is the tops in artillery 
salutes? 


Sure, we know that, but even the top salute is 
not big enough to express the way we feel about 
everybody on the program end of radio. 


So, with our usual exuberance, we are topping 
the top with a 26-gun salute. Here goes— 


A—To all Announcers, Actors, Actresses, Ad- 
vertisers and Agencies on all four national 
networks and independent stations 


B—To all Ballad singers and all the Boys and 


Babes on the “Breakfast” programs 


C—To all Comedians and Comediennes and 
Commentators and Composers 


D—To all Directors and Daytime Drama 
heroines 


E—To all Editors of Radio Columns and all Ex- 
ecutives in Program Departments through- 
out the land. Engineers too 


J] 


TO EVERYBODY ON} TI 


F—To all Flute players (Gee, if only “Flat 
Foot Floogee with a Floy-Floy” were still 
in vogue!) 


G—To all Gag writers and all Guest stars ap- 
pearing in all programs 


H—To all Hep-cat musicians and singers 
I—To all Independent program producers 


J—To all Jazz musicians (sweet and hot) and 
all Juvenile lead players 


K—To all Kids in “Kid Shows” and to the 
Kibitzers and the Korn Kobblers and all 
others who spell it with a “K” 


L—To all Leading men and Leading ladies in 
the serious dramas 


M—To all Masters and Mistresses of Ceremony 


N—To all Narrators and all the Names of the 
Name Bands 
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Restaurateurs, 
U. of C. Plan 
Food Research 


Chicago, Dec. 28.—Research and 
educational work bearing upon 
foods and restaurant management 
will be conducted by the Univer- 
sity of Chicago through its Busi- 
ness Problems Bureau and School 
of Business, following an arrange- 
ment made with the National Res- 
taurant Association and announced 


this week. The association is 
making an initial gift to the uni- 


versity that may approximate 
$100,000 for the project. 


Plan Research Institute 


Acceptance of the gift, it was 
pointed out, is one more step in 
the university’s program for re- 
search and education in basic 
problems related to food, ranging 
from nutrition through marketing. 
Aside from undertaking research 
into the fundamental problems 
concerning the restaurant industry, 
the program contemplates that 


students who plan to enter the 
restaurant field will attend the 
U. of C. to receive a basic educa- 
tion in business administration 
and that they will have the oppor- 
tunity for concentration on foods 
and food management. 

For a number of years the re- 
search laboratory of the American 
Meat Institute has been at the 
university and recently it was re- 
vealed that plans are under way 
for the establishment of a food 
research institute, in which all 
activities of the university per- 
taining to food will be integrated. 


Stauffer Heads Anode 


B. F. Stauffer, formerly assist- 
ant general manager of the indus- 
trial products sales division of 
B. F. Goodrich’ Company, Akron, 
O., has been elected president and 
general manager of American An- 
ode, Inc., Akron. Mr. Stauffer has 
been with Goodrich for the past 50 
years. He succeeds Raymond W. 
Albright, with the company since 
1926. and who has been named 
vice-presiednt and general man- 
ager of Distillation Products, Inc., 
Rochester, N. Y. 


THE PROGRAM END OF RADIO 


O—To all Organ players and all “‘Off-stage” 


voices. Also the OWI 


P—To all Production men and Assistant Pro- 


duction men 


tain the listeners 


X—To all Xylophone players 


Y—To all Yodelers 


Q—To all Quiz shows and all Quiz masters and 


all Quiz Kids and Quartets and Quintets 
(and all people in a Quandary) 


don’t want to miss anybody) 


R—To all Radio dramatists and Radio Review 


writers 


who help salesmen sell programs that enter- 


Z—To all Zither players (we are not sure that 
there are Zither players on the air—but we 


s—To all Sponsors, Syinphony Orchestras, 
Sound Effects Men and Sports Commentators 


T—To all Trombone players 


U—To U and U and U and U—all of U (also 
to the Unions) 


V—To all Vocalists and all “Voice |— Voice 2” 
players 


W—To all Writers of program presentations 


To all You People on the Program Side of 
Radio, we of The Blue Network want to pay 
this sincere tribute. Yours are the hearts and 
the hands—the work and the voices—the devo- 
tion and the integrity—which go to make all 
the programs on all the networks and stations 
—the programs which are doing so much to 
entertain and instruct America—and which 
have contributed so much to what America is 
and to the fight to keep America that way. 


We salute you. 


She PlueNetwork 
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Nyland Appointed 
Advertising Chief 
of Nash Motors 


Detroit, Dec. 28.—Neal Nyland, 
former assistant director of adver- 
tising and sales promotion of Ply- 
mouth division, Chrysler Corpora- 
tion, this week was appointed di- 
rector of adver- 
tising and sales 
promotion 
of Nash Motors 
division, Nash- 
Kelvinator Cor- 
poration. 

Mr. Nyland’s 
appoint- 
ment, effective 
Jan. 1, follows 
the recent ad- 
vancenieni of- 
H. G. Little, 
formerly Nash 
advertising di- 
rector, to a po- 
sition on the executive staff. Mr. 
Little is directing the company’s 
postwar institutional advertising 
and public relations program and 
acting as special assistant to G. 
W. Mason, Nash-Kelvinator presi- 
dent. 

The new Nash advertising chief, 
who has been associated with the 
Plymouth division since 1935, has 
served for the past 18 months on 
the staff of A. vanDerZee, vice- 
president in charge of Chrysler 
Corporation sales, doing special 
work in connection with war pro- 
duction. Prior to his connection 
with Plymouth, Mr. Nyland was 
connected with George Harrison 
Phelps, Inc., working on the Dodge 
account; and with Brooke, Smith, 
French & Dorrance, Detroit agency, 
on advertising and sales promotion 
of Hudson Motor Car Company. 

C. J. Coward continues as ad- 
vertising and sales promotion di- 
rector of the Kelvinator division 
and is taking over the responsibil- 
ity of directing the joint Nash and 
Kelvinator wartime advertising. 


W. S. Groom Named 
S&M Board Chairman 


William S. 
Groom, veteran 
advertising ex- 
ecutive, has 
joined Sherman 
& Marquette as 
chairman of the 
board. He will 
make his head- 
quarters in Chi- 
cago and will 
serve the 
agency’s clients 
on plans, copy 
and merchan- 
dising. 

Mr. Groom 
formerly was with J. Walter 
Thompson as manager of its Cin- 
cinnati office and later as account 
executive in Chicago. Subsequent- 
ly he was general manager and 
operating chairman for 15 years 
of the board of the Thompson- 
Koch Company. 


Neal Nyland 


W. S. Groom 


Selling Wernen While 
They're Young 


Published GF GIRL SCOUTS 
$5 EO 44th St., New York 
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Lit Adds Radio Show 


Lit Brothers, Philadelphia de- 
partment store, has expanded its 
radio schedule by contracting for 
“Time Was,” musical review aired 
over Station WFIL, Philadelphia, 
on Monday, Wednesday and Fri- 
day afternoons. 


John Morse Joins JWT 

John H. Morse has joined the 
staff of J. Walter Thompson Com- 
pany, New York, as a specialist 
in industrial advertising. He was 
formerly senior vice-president of 
Buchen Company, and a director 
of the Sere Industrial Advertis- 
ing Association. 


Hard-Boiled Copy 
Used to Combat 
Absenteeism 


Coatesville, Pa., Dec. 29.—A 
little hard-boiled, “blood and 
guts” copy is needed to combat 
some types of absenteeism, George 
M. Gillen, assistant manager of 
combined sales and former adver- 
tising manager of Lukens Steel 
Company, Coatesville, Pa., be- 
lieves. Accordingly, he and his 
staff prepared and inserted a series 
of advertisements in the Coates- 
ville Record, built around a pic- 
ture of a guy “taking it easy,” 
and copy that heaped scorching 
ridicule and scorn on workers who 
report off because of a hangover, 
or who spend the day at the track, 
or the night over the pasteboards. 

All of the advertisements start 
off with the headline derived from 
the famous “Are You Comfort- 
able, Brother?” advertisement 
written by McCann-Erickson last 


BOOKLET MAILER 


EXECUTIVES ON REQU 


year. Thus, the slogans to date 
have included “Take Good Care 
of Yourself, Brother,” “Are You 
Reporting Off, Brother?” “Are You 
Going in the Army, Daddy?” 
“Going to the Track, Brother?” 
“Think you'll make it, Brother?” 
“Ace in the Hole, Brother?” and 
so on. 

Sample copy from one of the 
“brother” advertisements started 
off in this fashion: ‘“That’s good, 
brother. That’s a really patriotic 
thing you’re doing. Tell them you 
won’t be in today—don’t work if 
it’s going to hurt you—why earn 
all that dough if you can’t spend 
it and have a good time? And 
say, that fellow who used to work 
with you, the guy who’s dodging 
lead going up through Italy—it 
would tickle him pink to see you 
blowing your pay on a good time— 
skipping your turn at making the 
stuff he needs. Yes it would... in 
a pig’s eye. Come on, brother, 
hang up that phone and quit 
lying.—If this doesn’t apply to you, 
tear it out and send it to some- 
one it does!” 

Because there are numerous 
other war plants in the area served 
by the newspapers which carried 
the ads, Mr. Gillen published them 


without any signature whatsoever. 
The absence of a signature also 
enabled the use of much harder- 
hitting copy. If Lukens or Mr. 
Gillen had signed the ads, the ef- 
fect might have been lessened be- 
cause of a feeling that the boss 
was “preaching” to the men. With 
the ads unsigned, nobody could 
feel resentment about the copy— 
except possibly those who thought 
the shoe pinched a bit too much. 

While he does not feel the series 
of “brother” ads can stand alone, 
Mr. Gillen does contend that they 
have been effective. He cites the 
numerous instances the Lukens 
advertising department has learned 
about, in which the ads have been 
clipped and sent to some war plant 
worker; and the fact that Lukens 
absenteeism has held well below 
the national average of 5 to 6% for 
war plants reported by the U.S. 
Department of Labor, and is far 
below the 15% ratio reported for 
coal mines. 


Joins Pedlar & Ryan 

Louis G. Shields, formerly with 
J. Walter Thompson Company and 
until recently a lieutenant in the 
USNR, has joined Pedlar & Ryan, 


New York. 


A fact, sad-but-true: science, spurred on by war, acquires new 
life in the midst of death. e Every field of science shows this 
spurt—and the science of packaging has contributed more 
than its share. e We see tumbling from the millwheels of war 
the wax-dipped carton, perfected against tropical damp and 
arctic freeze; paper closures have filled the metalless gap 
between the -bottle’s mouth and the consumer’s lip; blown 
plastic bottles provide new package strengths, help remove 
the Atlas load from the glass industry. e Some of these war 
babies will attain maturity postwar, others will perish with the 
Peace. All, live or dead, are helping packaging become a 
market of markets—ready and eager to absorb billions of 
dollars worth of materials from suppliers alert enough to 
sense the opportunities. e To make contact between the sup- 
plier and purchaser in the fields of foods, drugs, cosmetics, 
hardware, brushes and all the other packaging industries 
is a single medium: MODERN PACKAGING magazine. 
Here is the source of ideas and information for packaging’s 
leading executives. e Her is the field’s authority, the 
guidebook for all. @ May leading suppliers discovered the 
potency of MODERN PACKAGING some time ago. We will be 
glad to acquaint you with the job that it might do for you. 


MODERN 
122 EAST 42nd STREET 
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"REPORTING OFF’ 


Are You Reporting Off, Brother? 


That's good, brother, That's really « patriotic thing you're doing, Tell them you won't be 
im today but you'll be there tomorrow. Take good care of your health, Don't work # it’s 
going to hurt you. Especially around psy day. Why earn all that dough, # you can't 
spend it aad have » good time! And sy, that fellow who used to work with you. the guy 
wha’s dodgmng lead guing up through haly, would be proud of you if he could see you 
now, wouldn't he? it would tickle him pink to see you blowing your pay on » goud time 
instead of buying War Bands, and shipping your ture at making the staff he needa. Yes, 
ie would... in a pig's eye Come on, brother, hang ap thet ‘phone and quill lying. 
Straighten out and get back on your yob and start prodacing. 6 thin doma’t apply So 7m 
eat it cut ond send i to someune it does! ree 


This is one of a series of six "blood and 

uts" advertisements placed by Lukens 

teel Co. in the Record, Coatesville, 
Pa., to combat absenteeism. 


‘Textile World’ Issues 


Resumen’ for L. A. 

Textile World, McGraw - Hill 
publication, is beginning regular 
publication of Resumen de Tex- 
tile World, with the January issue. 
The Resumen is a Spanish-lan- 
guage, varityped, offset-printed di- 
gest of each issue. Advertisers in 
Textile World are given the oppor- 
tunity of having their ads trans- 
lated into Spanish for the corre- 
sponding issues of Resumen. 


Boyle Appointed 

H. S. Boyle, former sales promo- 
tion manager of Servel, Inc., and 
more recently with the War Pro- 
duction Board, has been appointed 
sales promotion manager on all 
products of Sponge Rubber Prod- 
—_ Company, Derby and Shelton, 

onn. 


PARDON THE PUN— 
BUT ALL US 
“F&P COLONELS" 
ARE 
JOHNNY ON THE 


SPOTS! 


Exclusive 
National 
Representatives: 
TET ccwvscnceccessccoeshen Buffalo 
| 9» rr Cincinnati 
DE Keene eeetevseersseve di eneeen Duluth 
MEE sf asbstnsegestebsenegeaesneee Fargo 
MEE Siccccneengneeeecsacans Indianapolis 
. Pare Kalamazoo-Grand Rapids 
REE. 4 0-osensbnnensoeheeusenn Kansas City 
TEMEIEED. 600s0000800unpasesessuan Louisville 
cl ener Minneapolis-St. Paul 
MEY is 062 000600600000sb0ee Peaee Peoria 
i ar erry ae St. Louis 
WORD nicaavecaccudeuaestentetece Syracuse 
IOWA 
. PPP. eee Des Moines 
DE 6ttésccassanveeheteesed Nan Davenport 
SL. -4+040+04ndndeanbereeeae Shenandoah 
SOUTHEAST 
DEE. 004.4560 bhedebedseeees aces Baltimore 
Dh ai Keanekeescabaackeeunne Charleston 
ere er are Columbia 
ME Ssebndievs sdheeudeandeaeaeee Raleigh 
TE ss deeusensdsnsdaesaneneneta oanoke 
SOUTHWEST 
BOD ccscccsccscccsccccvecese Albuquerque 
SD c4sccsekdanendede aed Oklahoma City 
SOL  6.0'90000:046096900608 00RaRRE ulsa 
PACIFIC COAST 
DEE. secbareesneaneaeeenduad Los Angeles 
Fa’) Berry. Portland 
 otsscdedsake Oakland-San Francisco 
SE c.ccteesesss4oeeske cane attle 
ED seasons nvaanand Fairbanks, Alaska 


and WRIGHT-SONOVOX, Inc. 
e 
For latest radio information, call 


FREE & PETERS, lic. 


Pioneer Radio Station Representatives 
Since May 1932 

CHICAGO: 180 No. Michigan....... Franklin 6°73 

NEW YORK: 444 Madison Ave...... Plaza 5-410 
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That’s right, Gentlemen, 24 issues of 


AE 


0 DIGEST 


IN NINETEEN FORTY-FOUR 


A decided “break” for the hundreds who 
now advertise in 


merica’s Premier Aeronautical Magazine 


An unprecedented opportunity for the 
dozens who don’t 


For twenty-two years AERO DIGEST—under 
the sole ownership of the same publisher— 
has put the interest of the Aeronautical 
Industry first. In good times and bad, it has 
stuck by this self-imposed ideal. 


Only an individually owned publication can 
operate so freely and so flexibly; can instant- 


itn 
“aa 4 


ly change its policies to meet emergencies 
and so keep pace with the ever changing 
requirements of the industry it serves. 


it is the recognition of these facts that 
have made you, as advertisers, and you, as 
readers, put AERO DIGEST at the top of 
your list of aeronautical publications. 
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Appoints F&S&R 

Fuller & Smith & Ross, Inc., 
New York agency, has been named 
to handle the account of Orange 
Screen Company, Maplewood, N. J. 


“She’s so dumb she thinks Ray- 
mond Gram Swing on WFDF 
Flint is a dance band.” 


Printing, Bindery 
Delays Hold Up 


|Customers’ Work 


Hall Uses Display 
Copy to Attract 
Catalog Workers 


Chicago, Dec. 29.—John Sexton 
& Co., leading institutional sup- 
plier, this week sent postcard 
notices to those who usually re- 
ceive its annual desk diary, con- 
taining the following comment: 

“Production difficulties have de- 
layed the issuance of the 1944 
Sexton desk diary. We hope to 
have the 26th edition of our diary 
in your hands before Jan. 15.” 

The reason this announcement is 
mentioned here is not because it 
is unusual, but because it is typical 
of the difficulties which have been 


experienced by a host of pub- 
lishers and advertisers in getting 
their books printed and bound. 
The graphic arts industries have 
been hard pressed to make deliver- 
ies, and many of their oldest and 
best customers have had to make 
explanations similar to those of- 
fered by John Sexton & Co. 


Binderies Hard Hit 


While the printers have been 
hard pressed because of rising 
volume and shortage of skilled 
help, the real bottleneck in the 
field seems to be the binderies. 
They, especially, have been hit, 
since about two-thirds of their em- 
ployes fall into the classification 
of unskilled labor, and war indus- 
tries have drained off such a large 
number of these workers that the 
binders have been unable to oper- 
ate at a normal rate. 

As one leading bindery execu- 
tive put it, “The binders have been 
frozen as to the wages they may 
pay, while the war industries have 
operated on a basis which has at- 
tracted a large percentage of our 
workers. We have done remark- 
ably well considering the handi- 
caps. It has been strictly a short- 


age of help, as our equipment is 
sufficient to have taken care of the 
needs of our customers if the help 
had been available.” 

Printers have also complained 
of the difficulty of keeping their 


shops manned. Skilled workers, 
such as makeup men, have been 
especially scarce, and press ca- 
pacity, particularly large-size flat- 
bed presses, has been at a pre- 
mium. Both in the printing and 
binding divisions, government 
business has been a large factor 
responsible for the bottlenecks 
which have developed in the pro- 
duction of commercial business. 


Expect Easier Conditions 


The word is going around, how- 
ever, that easier conditions are in 
prospect. War production pro- 
grams in this area will be less 
heavy in 1944 than in 1943, it is 
predicted, and the labor supply 
will be somewhat reduced; so that 
industries which have been unable 
to compete with war plants on the 
basis of pay. Likewise the 
urgency of government printing 
will be somewhat reduced. So that 
the civilian user of the graphic 


Post-War Planning 
you can do NOW 


If your output of consumer goods is restricted, dealers 
may slip away. And your good-will with customers and 


prospects will suffer. 


DISPLAY YOUR 
CLASSIFIED SECTIO 
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CLASSIFIED TELEPHONE DIRECTORY 


TRADE MARK IN THE 
N OF TELEPHONE BOOKS 
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tion plan is called Trade Mark Service, a plan for listing 
distributors and local outlets under your trade mark in 
telephone directories. 


IT HELPS YOUR CUSTOMERS 
TO FIND YOUR OUTLETS 


Customers who have your prod- 
uct and want to keep it in good 
condition won't feel they’re “or- 
phans.” Just by turning to the 
Classified —at home or at work — 
they can quickly get in touch with 
your authorized representatives. 


a 


So, during the war, you will hold an important contact 
with the public and make prospects for post-war sales. 


IT HELPS YOUR DEALERS TO KEEP GOING 
With home and office equipment wearing down, needing 
attention, Trade Mark Service helps direct service busi- 
ness to your outlets. Thus, you help them to remain in 


business for the duration. 


A PERFECT TIE-UP 
In their general advertising in magazines, newspapers 
and on the air, many manufacturers who use Trade 
Mark Service refer readers to the Classified to locate 
their local outlets. This insures prospects’ going to their 


dealers. 


For detailed story of this tested plan, send 
today for the new booklet describing Trade \\ 


Mark Service. 


ig _ 2) 
5 BB 
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Trade Mark Service Manager 


195 Broadway, New York 7, N. Y. 


Name 


AMERICAN TELEPHONE AND TELEGRAPH ComMPANY 


Please send your Trade Mark Service booklet to 


Type of Business 


Address 


City 


Postal Unit 


Advertising Age, January 3, 1944 


arts may be able to get better serv- 
ice. 

In the meantime, however, 
plenty of explanations for delayed 
printing and binding jobs, espe- 
cially larger books with case bind- 
ings, will have to be made. 

W. F. Hall Printing Company, 
which needs the services of 1,000 
to 1,500 workers for its catalog 
season, called in Grant Advertis- 
ing last week for a rush job oa 
display copy appealing for work-/) 
e 


rs. 

While the company needs both 
skilled and unskilled help, the 
latter is the most pressing problem 
and since Hall’s starting rate is 
not as high as for some war pro- 
duction plants, the needed workers 
have not been found. Hall prints | 
catalogs for the major mail or- 
der firms, including Montgomery 
Ward, Sears, Spiegel and Chicago 
Mail Order. 

With 1,000-line advertisements 
in Chicago dailies which could ac- 
commodate the copy, Hall 
promised immediate jobs for 650 
women in the 18-50 age bracket, 
regardless of their experience. 
Benefits of working at printing and 
binding jobs were cited in the 
copy. The company plans to fol- 
low up the initial ad with further 
appeals, in hopes that it can at- 
tract enough employes to get out 
the spring and summer catalogs. 


Others Seek Women 


Other Chicago printers and 
binders, including Cuneo Press | 
and R. R. Donnelley & Sons Com- 
pany, have been using classified 
advertisements seeking unskilled 
girls and women for their plants. 

With allocations of paper to be 
still more strict in 1944, every ef- 
fort is being made by the graphic 
arts industry, on a voluntary basis, 
to make the most economical uses 
of the available supply. A com- 
mittee has been formed to put into 
effect a paper conservation pro- 
gram and to inform advertisers of 
the economies proposed. 

The Graphic Arts Association of 
Illinois, together with other Chi- 
cago groups, also has tackled an- 
other problem in this area—the 
declaration by regional War Man- 
power Commission officials of the 
48-hour week effective not later 
than Jan. 16. Officials are asking 
the regional WMC to declare the 
industry exempt, contending that 
the order is impractical and will 
not accomplish its announced pur- 
pose in this case—the release of 
more men for war industries. 


Brennig Named Ad Head 


Charles G. Brennig, recently 
with the Army air forces, has been 
appointed advertising manager of 
Flying Aces. 


You can't crown your sales in 
TAMPA — ST. PETERSBURG 


with success unless you tell your story to 


St. Petersburg people. 


They represent 37% of the total buying 
power of the market as measured by retail 


They buy and read over 38,000 copies of 
They buy 
less than 400 copies of Tampa newspapers 


the St. Pete newspapers daily. 
daily. 
TAMPA-ST. PETERSBURG is one Big 


Urban Market and you must . .. 


WORK BOTH SIDES OF THE STREET (BAY) 
IN TAMPA - ST. PETE. 


ST. PETERSBURG NEWSPAPERS. SERVICE 
Times Morning and Sunday + Independent Evening 
na: —< 


THEIS & SIMPSON COMPANY, INC 


JACKSONVILLE, FLA - V.J OBENAUER, J& 
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of 
war 
at 


the 
Johnsons’ 
every 


Sunday 


Mr. and Mrs. Johnson are fighting over The New York 
Times Magazine. They both want to read it first. 


And no wonder. For Johnnie Johnson is “somewhere in 
the Pacific” and his letters can’t give many of the de- 


tails that the folks at home are so hungry to hear. 


But Mr. and Mrs. Johnson know that in The New York 
Times Magazine they’ll find out exactly what Johnnie 
and his buddies are doing and thinking. Hardly an issue 
goes to press without a spread of pictures of our sol- 
diers in action in all parts of the world—or a first-hand 
story of what war’s really like by a front-line soldier 
himself—or a vividly descriptive piece of a soldier's life 
and lot by one of The New York Times foreign corre- 


spondents living with our boys on every far-flung front. 


These descriptive, absorbing stories and pictures are 
just one of the many features that appeal so strongly 
to American families from coast to coast. Covering, in 
the same expert way, every facet of interest—the war, 
the world, the peace, the thoughts and actions of world 
leaders—The New York Times Magazine is important 
reading every week to hundreds of thousands of men 


and women. And, therefore, important to advertising 


schedules both now and after the war. 


The New Pork Simes Magazine 


CARRIED EXCLUSIVELY BY THE NEW YORK TIMES INTO OVER 800,000 HOMES EVERY SUNDAY 
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ANPA Plans Encyclopedia 


The American Newspaper Pub- 
lishers Association is readying for 
publication an “Encyclopedia of 
Classified Advertising,” written by 
outstanding classified advertising 
managers and containing informa- 
tion on every phase of classified 
operation. Designed as a practical 
handbook, it will supply the 
answers to many of the problems 
faced by classified department 
managers. 
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Container Re-use 
Program Helps 
Relieve Shortage 


Washington, D. C., Dec. 29.— 
Trade associations and large mer- 
chandisers throughout the country 
have organized effective container 
re-use programs, with WPB en- 
couragement, as a means of beat- 
ing a shortage of containerboard, 
glass and metals which threatened 
the safety of traditional American 
methods of shipping merchandise. 

The container crisis was an Off- 
shoot of the same pulp problem 
which has resulted in severe paper 
cuts for all publishers. The armed 
forces are taking a huge propor- 
tion of the short supply of fiber 
containers; the Army alone will 
need more than 1,000,000 contain- 
ers for strictly military shipments 
this year. 

With fiber containers scarce, and 


metal under strict controls, the 
pressure on glass and other types 
was dangerous. Glass jars were 
oversold, and consumption of wood 
containers was 25% ahead of avail- 
able supply. Fearing a breakdown 
in distribution from the shortage 
of containers, WPB’s container di- 
vision last fall began a re-use pro- 
gram aimed at manufacturers and 
shippers of thousands of products. 
By directly approaching large 
users, and through trade associa- 
tions, Frank J. Hynes, assistant di- 
rector of the container division, 
has secured encouraging results. 


Confectioners Hit 


Confectioners are among the 
firms most threatened by the pa- 
perboard shortage. Cooperating in 
an industry-wide drive, the Cur- 
tiss Candy Company has been able 
to save 4,705,000 pounds of setup 
and folding displays, wrappers and 
shipping cartons. William Wrig- 
ley Jr. Company was able to get 
back 7,000 fiber containers in one 
month as a result of a sheet of in- 
structions inserted in each box. 

Among the trade associations 
which have worked with the 
program are the National Paint, 


he 


Varnish and Lacquer Association; 
National Beauty and Barber Man- 
ufacturers Assn.; National Confec- 
tioners Association; American 
Bakers Association; Limited Price 
Variety Stores Association; Florists 
Telegraph Delivery Association; 
American Hotel Association, and 
others. 

A striking example of the effect 
of container re-use on a firm’s ac- 
tivities was provided by Montgom- 
ery Ward, which needed 10,000 
used containers and 50,000 new 
containers for the week of Aug. 12, 
a ratio of five new containers for 
every used one. In the week of 
Nov. 11, the firm used 35,000 new 
containers and 70,000 used ones, 
twice as many used containers as 
new. 


Sears Using Old Containers 


Sears, Roebuck & Co. is cur- 
rently making all shipments to its 
stores in used containers and 30% 
of its mail order shipments. J. C. 
Penney, nationwide store chain, is 
re-using 95% of its containers. Mc- 
Kesson & Robbins, drug firm, re- 
ports that it makes two-thirds of 
its shipments in used containers. 

Valvoline Oil Company has 


Use 


out. 


CHICAGO 


PREVENT 
INFLATION 


wear it out, 
make it do, 
or do with- 


vIC CABLE BROKE 


dont give up! 


Right now your trade-mark may be in everyone's mind . . . on everyone's 
lips. It’s easy to fall into the error of feeling that this will always be so 


R™ « 


\ 


After only the first 300 
miles had been laid, 
the Atlantic cable 
broke. The accident cost 
half-a-million dollars. 
Again Cyrus W. Field 
attempted the task — 
and again the cable 
broke! But Field DID 
NOT GIVE UP. Finally 
he succeeded in laying 
his cable beneath the 
ocean in 1858—and 
Queen Victoria and 
President Buchanan ex- 
changed greetings! 


— 


. .. even if you stop advertising for the duration because materials 


: are scarce. 
it up, 


up your contacts! 


But the public is fickle . . . forgetful. Tomorrow the trade-mark you spent 
a fortune to build . . . may be forgotten... a thing of the past. So keep 


Even though you have nothing to sell, it will pay you to keep your 
customers of tomorrow in good humor today . . . constantly reminded 


of your brand . . . through cheery, effective, point-of-purchase displays. 


e DETROIT 


ARVEY CORPORATION 


SERVING AMERICA’S ADVERTISERS SINCE 1905 
JERSEY CITY 


AUVeTListtg AYE, JONUCTL > oe 
adopted an unusual plan, charging 
each customer a deposit on the 
shipping container containing 
bottles of oil, making full refund 
when the carton and bottles are 
returned. To facilitate return, the 
firm includes a return shipping 
label and a strip of gummed tape 
for re-sealing the container. 

Swift & Co. has set up a shop 
to recondition 2,000 containers a 
day, while Wilson & Co. has issued 
a special manual to its branch 
managers on container re-use. 

Many manufacturers are send- 
ing out letters, circulars and re- 
quests to their distributors and 
wholesale and retail agents. WPB 
urges manufacturers to get back 
their own cartons for re-use. When 
this isn’t possible, it suggests re-use 
of somebody else’s container; sale 
of surplus used containers to con- 
tainer dealers, or purchase of extra 
containers from used container 
dealers. 


Grocers Plan Ad 
Drive to Enlist 
Co-op Members 


New York, Dec. 29.—A state- 
wide advertising campaign de- 
signed to present the advantages 
of a cooperative plan to consumers 
and to attract the support of re- 
tail grocers is being contemplated 
by 12 independent retailer-owned 
wholesale grocery organizations, 
all of which are members of the 
New York State Food Merchants 
Association. 

The cooperative plan, which has 
already had a rapid growth, is in- 
tended to establish a network of 
cooperatives owned and operated 
by independent retailers through- 
out the state. Its purpose, as indi- 
cated by A. F. Guckenberger, the 
association’s secretary, is to take 
whatever steps are necessary to 
maintain today’s favorable position 
of the independents in the postwar 
era, since they are now in a spe- 
cially satisfactory competitive po- 
sition as compared with the chains 
because of their ability to conserve 
supplies and render special serv- 
ices. 

Major features of the associa- 
tion’s plan, which are expected to 
be brought out in the proposed ad- 
vertising campaign, are that units 
joining the cooperative setup must 
comprise at least 40 members of 
average size; paid-in capital must 
not be less than $15,000, and pref- 
erably $25,000, and only active 
grocers may own voting stock, with 
each member limited to a single 
vote. 

Members will be required to 
feature advertised brands ex- 
clusively, in order to avoid tying 
up large amounts of capital in 
slow-moving stock. 


EXTRA! 


Twenty Millions 
In Purchasing Power 


—floating around the Win- 
ston-Salem market as a result 
of CASH sales of tobacco on 
the market just closed. This is 
an all-time high sales record 
for the 75-year history of 
this famous tobacco market- 
place. 


— and the farmers in the sur- 
rounding area have CASH to 
buy the things advertisers 
have to sell. 


JOURNAL and SENTINEL 
Winston-Salem, N. C. 


National Representatives: 


KELLY-SMITH COMPANY 
NBC — Radio Station WSJS — NBC 
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Nothing New Period 


To the Editor: The many ways 
in which an illustrator may enrich 
an advertisement is nothing short 
of fantastic! The enclosed tear 
sheets from Carrier and Macmil- 
lan, and the Topps _ broadside 
(which we produced fully two 
years befoye these other illustra- 
tions appeared) shows that there 
is nothing really new in a jewel 
box. 
Whether due to priorities or the 
priority on ideas, it is fitting that 
motors, rubber tires, and chewing 
gum be packed in jewel boxes 
these days. 

Of course it is all coincidental, 
but it is interesting to note that 
the product in each case is com- 
pletely different. 

Purvi I. Ross, 

The Ross-Nahm Company, 

New York. 

4 , a, Aa 
Collins Backer Asks 
Help for Blood Bank 

To the Editor: You bet we will 
keep Capt. Joe R. Collins, ex- 
Libby, McNeill & Libby advertising 
manager, who is “somewhere in 
Italy” covered in more ways than 
one, thanks to ADVERTISING AGE and 
K. Lies of Bear Brand Hosiery 
Company. 

Am going to let Joe know that 
I am going in for my twelfth blood 
donation to the American Red 
Cross, 5 N. Wabash Ave., in Chi- 
cago, on Jan. 10. At least, the ad- 
vertising fraternity in Chicago can 
boast that we are doing a good 
job—even though Uncle Sam in- 
formed many of us—‘“inability to 
meet physical requirements, we re- 
gret etc. etc.” 

Bob Baier, the director of the 
local Red Cross blood bank, tells 
me that 1944 calls for a 20% in- 
crease in donors. This means an 
extra million pints for the whole 
country, for the coming year. So 
bare your arms, members of Chi- 
cago advertising fraternity—give. 

JOHN MACAULEY KEENE, 

Midwest Representative, Med- 

ical Economics, Inc., Chicago. 


Preacher Is Shocked 


To the Editor: Here’s one for the 
book! 
Note this makeup, Pages 28 and 


This department is 


That satin-lined jewel boxes have served as the settings for numerous articles 
besides gems is pointed out by a reader, who offers these three examples— 
motor, tire and chewing gum. 


RO AP EG Oe i bor gi id 
a reader’s forum. Letters are welcome. 


EACH RATES A JEWEL'S SETTING 


vertisement of that war. 

It was my privilege to have been 
the Washington plan and contact 
man of the division of advertising 
of CPI in the last war. In that 
unusually fortunate position I had 
opportunity to see all of the war 
advertising then produced— 
handled most of it in Washington 
—wrote some of it. 

Some day I’m going to write the 
inside story of advertising in that 
war. And when I do I'll teli about 
some of these: Bruce Barton, Stan- 
ley Resor, William Rankin, Wilbur 
Nesbit, Sam Kiser, Wm. H. Johns, 
Harold Lebair, John  Erricson, 
Thomas Cusack, Herbert Houston, 
Oscar Blackman, Albert Lasker, 
Claude Hopkins, Cyrus H. K. Cur- 
tis, George Creel, Carl Byoir, 
Charley Hart, Roy Dickinson, O. 
C. Harn, Clarence Hope, Living- 


Mahin, H. A. Groth, Bill Faul, L. 


a superfluous gesture to posterity. 

Such is the fate of every adver- 
tisement that ever was produced 
by an agency. 

Here at our agency we like to 
think that anyone happening to see 
an ad produced by us, (and we 
hope they are many!), instantly 
recognizes it as a “Greig ad,” and 
could not possibly confuse it with 
the productions of any other 
agency. 

In such circumstances we feel 
that the addition of our printed 
signature would be mere redund- 
ancy. 

JAMES ASHTON GREIG, 

James A. Greig & Associates, 

Chicago. 
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Adds Note on Export 


Association Membership 


To the Editor: I read the com- 
prehensive article on advertising 
in the Latin American field by 
Steve Booke, in your Dec. 20 issue, 
with a great deal of interest. 

While the article as a whole con- 
tained a great deal of accurate in- 
formation, I believe the paragraph 
referring to the Export Advertis- 
ing Association may have given the 
wrong impression. I think the im- 
plication in this paragraph was, 
that the membership of the asso- 
ciation consists of the larger ad- 
vertising agencies which are inter- 
ested in export. 

As a matter of fact, the member- 
ship of this association, which now 
exceeds 180, consists of individuals 
actively engaged in foreign adver- 
tising. Among the members are 
those representing firms actively 


ILLUSTRATIONS TELL A STORY 


These editorial and advertising pages, facing each other in the Dec. 25 Collier's, 
are an instance of makeup genius "for the book," a reader thinks. 


29 in the Dec. 25 issue of Collier’s. 
Leo P. Bort Jr., 
Batten, Barton, Durstine & 
Osborn, Buffalo. 


Calls Agency Signatures 
‘Redundancy’ 


To the Editor: Just to put in my 
two cents’ worth on the question, 
“Should agencies sign ads?”, it 
_— be apparent that all of them 

Oo. 

A painting by Rembrandt need 
never have been signed by the 
great master, for his signature was 
in his every stroke of brush upon 
the canvas—indelibly imprinted 
and impossible to confuse with the 
work of any other artist. His ac- 
tual signature, if any, was merely 


engaged as advertisers in countries 
outside of the continental United 
States, export advertising agents, 
representatives of export media, 
and publishers of export publica- 
tions, published in the United 
States. 
W. R. Bickrorp, 
Secretary, Export Advertising 
Association, New York. 


Picks Best War Ad 


To the Editor: What is the best 
“war advertisement” in this war? 

Turn to Page 52, Christmas issue 
of The Saturday Evening Post, 
Timken’s Leyendecker portrait of 
Gen. MacArthur. 

A picture and eight words. It 
tells and sells more than all of the 
other war bond ads combined. It 


B. Jones, A. D. Chiquoine Jr., Wil- 
liam L. Chenery and many others 
—including the unsung heroine—a 
stenographer who probably did 
more for war advertising then, 
than any other person. And one 
could include President Wilson, 
Joseph Tumulty, Secretaries Mac- 


does more than sell—as the late 
Wilbur D. Nesbit used to say—“it 
reaches in and twists your heart.” 

Yes, it equals Howard Chandler 
Christy’s “Americans All” in the 
last war, which President Wilson 
selected as being the No. 1 war ad- 


ston Larned, Lew Pedlar, Harold | - 


. 
DOwT Lay GawreaAL DOWN-SUY WAR BONDS! 
ee 
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Adoo, Baker, Daniels and Wilson, 
Herbert Hoover and _ Bernard 
Baruch; they, too, were “Ameri- 
cans all.” Better get out that ad 
and repeat it. 
C. E. WALBERG, 
E. D. Etnyre & Co., Oregon, 
Til. 
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Doemgs Number One Man" 
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Z Philip G. -— ~ 
JOHNSON |= — 
President of Boeing } a ee z 
Aircraft Company ~ fee. — — a || 
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Builders of the 
famous Flying 
Fortress 


Philip G. Johnson, president of the organization 
that turns out the top airplane so far produced in this war, 
is a hard-headed engineer. 


He believes in dreams only if they look as if they 
can be turned into reality. He’s not interested in the other 
kind. He’s proved he can make the right kind come true. 


He has been asked and has answered a few ques- 
tions concerning the postwar future of Boeing and Seattle. 


Here they are: 


Interviewer: Boeing is one of the biggest employ- 
ers of labor in Seattle. What's going to happen to its payroll 
and that of many other Seattle war industries when the 
war ends? 


Mr. Johnson: These payrolls naturally are going 
to be scaled down drastically. That has got to happen. But 
that doesn’t mean that the thousands of new people who 
have come to Seattle to help with the war are going to 
leave. Surveys show that many thousands plan to remain. 


Interviewer But what will they do? 


Mr. Johnson: They will work for a living. Many 
of our normal peacetime industries are greatly underman- 
ned. They will need thousands of workers when the war 
ends. Take lumber, for instance, one of our biggest. World- 
wide reconstruction demand will challenge its productive 
ability, just as it did after the last war. It will absorb thou- 


sands. Other industries, particularly those catering to recon: the greatest post-war use of our facilities and talents and to provide all 


struction, should have a similar experience. possible employment fur Boeing and Seattle. 


Interviewer: What about Boeing? In viewing the post-war prospects of this area we are well 


aware of the dynamic type of leadership of the Seattle Post-Intelligencer 
Mr. Johnson: Well, Boeing has been in business 


in Seattle for twenty-seven years. We own our main 
Seattle plant, which is one of the most modern and efficient 
manufacturing units in the industry We are essentially air- 
craft manufacturers and we intend to continue building air- 
planes to meet the needs of the coming Air Age, but out of t h e 
the engineering and manufacturing experience required to 
produce the Stratoliners, Transocean Clippers and the Fly- 
ing Fortresses, we have acquired many skills which can be 
also turned to peacetime needs. We are now studying vari- 
ous possible supplementary products in the effort to make 


and know that it will continue to play an important part in the develop 
ment of Seattle and the Pacific Northwest. 
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NUMBER ONE OF A SERIES REPRESENTED NATIONALLY BY THE HEARST ADVERTISING SERVICE 
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Story of Color 


in Printing Told 
by Regensteiner 


Chicago, Dec. 29.—No one knows 
better the power of color than the 
advertising man. No business owes 
more of its potency and effective- 
ness to fine color process printing 
than the advertising business. 

And probably no man has con- 
tributed more to release the “flood- 
gates of color’ than Theodore 
Regensteiner, chairman of the 
board of the Regensteiner Cor- 
poration, Chicago, which prints 
several national magazines and 
other publications requiring color 
artistry. In his biography, “My 
First 75 Years,” Mr. Regensteiner 
tells the part he and his associ- 
ates played in pioneering color 
printing in the ’90’s—and in the 
’40’s, also. 

Before he successfully intro- 
duced on a commercial basis the 
art of color-process printing in 
1894, he recalls, the method of 
placing pictures in color on paper 
was crude and laborious. Adver- 
tising and publishing fields, keen- 
ly alive to new developments, 
grasped the great _ possibilities 
opened to them in color process 
printing. As a result, the print- 
ing, engraving and advertising in- 
dustries were revolutionized. 


Brought Complete Change 


“Few people today appreciate 
the importance and greatness of 
the halftone process of pictorial 
illustrations,” said Mr. Regen- 
steiner. “It meant a complete 
change in the magazine field. In- 
stead of carrying eight or ten 
pages of illustrations, they began 


many, and many publications 
which could not afford any wood- 
cuts, developed new life with .a 
bang. Nowadays, hundreds of il- 
lustrated magazines of all sorts 
are on the newsstands, instead of 
a dozen. 

“This was made possible only 
by laying the foundation of a 
method for producing high class 
reproductions of photographs or 
artists’ illustrations at a reason- 
able cost. Producers of mail or- 
der catalogs had used almost ex- 
clusively illustrations with wood 
cuts. Gradually, they swung more 
and more to halftones. Thus, they 
could use photographs and get 
exact reproductions of their mer- 
chandise. Later, they were among 
the first to use three-color repro- 
ductions.” 


Circus an Early Customer 


Mr. Regensteiner first became 
interested in lithographic color 
work when he saw a display at 
the Chicago World’s Fair of 1893. 
He became associated with Adolph 
Schmidt, an artist, and Max Lau, 
an experienced photographer, both 
of whom had done experimental 
work in color separation on photo- 
graphic plates, and formed a com- 
pany, Photo Colortype. 

Among the company’s early cus- 
tomers was the Ringling Brothers 
circus. The colortype company 
was confident it could make the 
plates ordered, but its owners 
feared the printers would not do 
justice to them. Mr. Regensteiner 
took the problem to the Miehle 
Printing Press & Mfg. Company, 
Chicago, which built a_ special 
press, said to be the first press 
made for color only. The color 
job was successful, and not only 
did the colortype company con- 
tinue to get more orders from 
Ringling Brothers but, Mr. Regen- 
steiner asserted, the collaboration 
between his company and that of 


the printing press organization re- 


to carry three and four times that; sulted in the growth of the lat- 
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121% 
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COVERAGE 


kt ok ok ok * 


Very unusual situation, isn’t it? 
The circulation of The South Bend ] 


Tribune in the city zone 


INDIANA 


is 43,521 or S 


121 percent coverage of the homes 


in South Bend and 


ishawaka. 


Here is another outstanding fact about 


this city zone! 


Money going out to industrial employes is 41.6 per- 
cent greater than a year ago. In the same period em- 


ployment increased only 11.9 percent. 


his means 


more money to individual workers. 


An inviting market becoming more inviting all the time! 


There is only one way to effectively reach this mar- 
ket and that is by using The Tribune — total circu- 


lation more than 80,000. 


The Tribune is the ONLY daily paper in South Bend 


and St. Joseph County. 


The Tribune’s circulation is the largest in Northern 
Indiana and Southern Michigan, the largest between 
Indianapolis and Grand Rapids. 


STORY, BROOKS & FINLEY, INC. National Representatives 


The South Mend Tribune gy 
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ter into one of the largest flat- 
bed printing press makers in the 
country. 

Montgomery Ward & Co. was 
the first mail order house to use 
three-color inserts. Soon Marshall 
Field & Co., Chicago department 
store, which earlier had spurned 
the use of illustrations in news- 
papers as “undignified,” placed a 
large order for reproduction in 
color of nearly 150 carpet pat- 
terns. It took almost two years to 
complete the job, but Mr. Regen- 
steiner commented, “Our color- 
type printing brought about a 


complete revolution in the carpet- 
selling business.” 

Not long afterward, Sears, Roe- 
buck & Co. employed for the first 
time colortype inserts for its mail 
order catalog. 


Introduced Beka Process 


In the ’90’s, “there were few 
monthly magazines in existence,” 
Mr. Regensteiner recalled, “and 
every one of them carried a plain, 
one-color cover.” First to be con- 
verted to the use of colortype 
pages was The Christian Herald. 
Others quick to employ the new 


aU io ye; ve nergy Us 


process included Frank Leslie’s 
Magazine, Century Magazine, Col- 
lier’s, Harpers and Scribner’s. 
Not content to rest on _ his 
laurels as the “father of multi- 
color printing” in America, Mr. 
Regensteiner entered the offset 
lithography field during its experi- 
mental stage in 1912 and the roto- 
gravure in 1914. In 1931 his com- 
pany introduced the Beka process 
in America, a new method of 
making offset plates, also called 
the deep-etch process, “which 
marked the real beginning of per- 
fect offset lithography. The mak- 
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ers of offset printing presses kept 
apace with the general improve- 
ments in the process with the re- 
sult that offset lithography is now 
used for practically all kinds of 
advertising literature, catalogs and 
some publications.” 

Mr. Regensteiner came from 
Germany to this country when he 
was 15 and the story of his life 
is inextricably bound up with the 
story of color process printing. 
A. E. Giegengack, public printer 
of the United States, who wrote 
the preface for the new book, has 
declared that “Theodore Regen- 


steiner and his associates did for 
colortype printing what the Wright 
brothers did in later years for the 
airplane.” 

The book has been published by 
the Regensteiner Corporation, 310 
S. Racine Ave., Chicago, and re- 
tails for $3 per copy. 


Joins Griswold-Eshleman 

W. D. Thackeray, formerly ad- 
vertising manager of Owens-Corn- 
ing Fiberglas Corporation, Toledo, 
has joined Griswold-Eshleman 
Company, Cleveland agency, as an 
account executive. 


RCA, NBC Announce 
Executive Promotions 


Horton H. Heath, director of ad- 
vertising and publicity for Radio 
Corporation of America, New 
York, has been appointed assistant 
to Frank E. Mullen, vice-president 
and general manager of NBC. Or- 
rin E. Dunlap, manager of RCA’s 
information department, succeeds 
Mr. Heath as director of advertis- 
ing and publicity. Mr. Dunlap 
served with the New York Times 
as radio editor before joining RCA 


in 1940, while Mr. Health came to 
RCA in 1936 from the editorial 
staff of The New Yorker. we 

Charles P. Hammond has been 
appointed director of advertising 
and promotion for NBC, succeed- 
ing Charles B. Brown, who was re- 
cently named advertising director 
for the RCA Victor division in 
Camden, N. J. Formerly assist- 
ant to the research and promotion 
manager of the Bureau of Adver- 
tising, ANPA, Mr. Hammond 
joined NBC in January, 1943, as 
administrative assistant to Mr. 
Brown. 
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in farmers... 


farmers meet and talk you'll 
always find certain individuals who 
stand out from the rest. Their personal mag- 
netism draws their friends and neighbors to 
them... their judgment and leadership are 


unquestioned. 


Moines, Iowa. 
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Their restless, inquiring minds are never 
content with anything that might be improved. 
They know the importance of good breeds and 
good breeding . . . of good barns and sanitary 
farm surroundings. You'll always find their 
cream checks larger . . . their expenditures for 
farm and home greater. They are the men who 
keep abreast of agricultural progress through 
Successful Farming. And because this great 
farm magazine is edited for business farmers 
and their families, they prefer it to all others. 


Why is Successful Farming a great farm mag- 
azine? Because it has caught the exact tempo of 
its readers’ way of life. For them, its pages 
have a validity and a vitality that no mere 
editorial cleverness could ever produce. Suc- 
cessful Farming springs from the soil. It is 
written by men and women who know and 
love the farm. No wonder it can speak to its 
readers as a trusted counselor, a long-known 
friend. No wonder those readers prefer it 
above all other farm magazines in the Heart 
States. Meredith Publishing Company, Des 
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ers of offset printing presses kept 
apace with the general improve- 
ments in the process with the re- 
sult that offset lithography is now 
used for practically all kinds of 
advertising literature, catalogs and 
some publications.” 

Mr. Regensteiner came from 
Germany to this country when he 
was 15 and the story of his life 
is inextricably bound up with the 
story of color process printing. 
A. E. Giegengack, public printer 
of the United States, who wrote 
the preface for the new book, has 
declared that “Theodore Regen- 


steiner and his associates did for 
colortype printing what the Wright 
brothers did in later years for the 
airplane.” 

The book has been published by 
the Regensteiner Corporation, 310 
S. Racine Ave., Chicago, and re- 
tails for $3 per copy. 


Joins Griswold-Eshleman 

W. D. Thackeray, formerly ad- 
vertising manager of Owens-Corn- 
ing Fiberglas Corporation, Toledo, 
has joined Griswold-Eshleman 
Company, Cleveland agency, as an 
account executive. 


RCA, NBC Announce 


erie 


Executive Promotions 


Horton H. Heath, director of ad- 
vertising and publicity for Radio 
Corporation of America, New 
York, has been appointed assistant 
to Frank E. Mullen, vice-president 
and general manager of NBC. Or- 
rin E. Dunlap, manager of RCA’s 
information department, succeeds 
Mr. Heath as director of advertis- 
ing and publicity. Mr. Dunlap 
served with the New York Times 


in 1940, while Mr. Health came to 
RCA in 1936 from the editorial 
staff of The New Yorker. 
Charles P. Hammond has been 
appointed director of advertising 
and promotion for NBC, succeed- 
ing Charles B. Brown, who was re- 
cently named advertising director 
for the RCA Victor division in 
Camden, N. J. Formerly assist- 
ant to the research and promotion 
manager of the Bureau of Adver- 
tising, ANPA, Mr. Hammond 
joined NBC in January, 1943, as 
administrative assistant to Mr. 


as radio editor before joining RCA | Brown. 
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Pecial tabulation by the 


are CENSUS 


B@ Pounds per Farm 


@... REGION... NATION 


ference. 


Farming 


The Magazine that Serves the Farm Leaders of the Nation 


a : differences * in farmers... 


HENEVER farmers meet and talk you'll 

always find certain individuals who 
stand out from the rest. Their personal mag- 
netism draws their friends and neighbors to 
them .. . their judgment and leadership are 
unquestioned. 


Their restless, inquiring minds are never 
content with anything that might be improved. 
They know the importance of good breeds and 
good breeding . . . of good barns and sanitary 
farm surroundings. You'll always find their 
cream checks larger . . . their expenditures for 
farm and home greater. They are the men who 
keep abreast of agricultural progress through 
Successful Farming. And because this great 
farm magazine is edited for business farmers 
and their families, they prefer it to all others. 


Why is Successful Farming a great farm mag- 
azine? Because it has caught the exact tempo of 
its readers’ way of life. For them, its pages 
have a validity and a vitality that no mere 
editorial cleverness could ever produce. Suc- 
cessful Farming springs from the soil. It is 
written by men and women who know and 
love the farm. No wonder ii can speak to its 
readers as a trusted counselor, a long-known 
friend. No wonder those readers prefer it 
above all other farm magazines in the Heart 
States. Meredith Publishing Company, Des 
Moines, Iowa. 


! 


. STATION: TO 


COVER A Al 


‘MAPKET 


THE 


i UF Oe a 


BRANHAM CO, = 


tk? 


ut ol a oe ee er Se og ii =. i ee ee. nape ’ be yy — ie. ces uk am ‘alee ae. nee ee z th oe pe ee Ce ad gh ws “ft ee eae , a be ao ail = 
Neen: , 
ee Sy 
a, « Tie 4 5 er 4 a 
es. F FM REM GET AES RO RO BT Gp. ee Bese 3 ee re cee 
ieee Se 2 a es Pes, tinder > IR ea 
eo Ce ae “g os : 
yo ge Fe Cee) ety, 
rs * te Sra 
a ey as 3 ge et “Aree 
= d a** a ee Oe 
j teeny, aa bess 
. | Be ge + ort Bes, 
‘S rs “4 ‘ N ® #s, 
% ; . ut, 1 a® g i: ‘ 
: ; ; > ont 1s a 
ee . ov sae 
( . vL pe by 
es ee s* oe 
_ eae ™~ i ey 
——— is <6? B he ‘ 
ee Pee ‘ i 5 
eer et es ‘ — UU 
i Ae a ; ie es 
Fee ten ee & i a % i ie ae 
ts se Ps . #. tet 
fee Be a a 
2 J ee oe j ; ah F 
Se ie 4 ey Z ge 4 e 
4 : r oa ae ! 7 
3 é ie) Ss E A OE: _ 
i ge ; 
es igs ae 
be be, 
) ag oe 
| g A 
oo 
es ie 
aie f a tied 
a il ae ay ; ee 
q — SAS AARON NITIES hy Rr tee, ot ie a: 
& q ie ip isi 
ee A ie oa 
ee. | ae 
. | F ba a aks 
oe : ’ Ce ee er Be Pe eS, te g 3 ae i ae Fs Hs ‘, 
ete 4 ete ye pea ee nee Mi eee ’ Pie ‘Sy 
oom a) [= oes Dawe ag 4 a 
Aad S 7 - e : ee | - 
ie at C—O pe Hy We, se by : 
i i. Be, aa . 2 aa fo te 
a. | a gee g . 2 & Q Boe peo: be ee ee 
. ee : : ts sist init ee & ee iia fie 
 *}) Sm “ 4 ‘ pee if oP 8 ee Sores 
d - ¥ 7 - ee . s Ee é ¥ “is it ‘ea Se ks 
<a chen es F ¥ “ ‘ ete st Bec iG ee Oa ae 
‘ ae ve aes ‘ ‘ i ~ttccannseasnacttie pe a. eg ie Fs aes 
ae ee ae e be ie RE 7 ae 
eo + = . o ‘ be - ey @ a ee 
" « f oa 4 — 2 ce aoe a eansiss ee  _ ee 
“| | o , ae — es eS & lc we po See ees 
Boe 4 = - Z eo “2 z it 2 ie a ne S be : a, y ae j aH : fou} 3 a 
aaa * 3 om . e Be ag in a as ae tie ae oe 
‘be: 4 4 ey 3 ; ee ’ ‘ : i * ae i ee eA a - 7 
_ y 2 a , es ‘4 ra 
: ie — mr eee ‘ = ? hoy a 
- 4 , : * . a » A 4 .. He, ; BY pew = 
at — a ., i. fee is sie Re : a 
i) aa ba +4 iH x . ix. ” on ees ee 
ae : i ee $ _— Hi? ee ee 
: Be eS . - ‘ ae y See seta, —" 
a 4 . — We} ae ie i ¢ - ee Re Pras re - 
ae ; 2 j —e ae Sgt Peas | my 
ce, We 4 F ey # Bi * ‘ i ; & Biss: <3 £4 fe a 
Sere ‘a Z [SS 44 eo i e * % ip 4 ™ 
— me e ie “ i _ ee a 4 4 me 4 4 a Zs he ie > = re 
5 a oe e wie ee 8 3 i ’ ee : ‘ths a age oe ¢ Liget 4 ae 8 
os —_ MP a ee S ae a ; oD: be x F 49 
il be al — - 5 po me 4 Ey ; * Fase aoe 4 ee i age F ae D3 we 
7 a 4 be f F : iis S sé Le ee ey 3 
— FF ~ ; ae : Fj ee gs eG, a er Ne ee 
:. .& % i 4 pede: 4 “ be ee Z eee a by as eer? 3 Ee gs a ies as me 
a: E ie bt “aa se 4 “a Be a id - i gee gee ea & 3 ‘aon ad 
i, ) + ei e tie . es i ce 4y “a ge 4 Cees Ge. + ike 
. 6—sl Co KO? =: le: z . / ——- — «4 a ~“ i 
at = ‘i ae oe — # ; a . ag ge. te cc 
= ae . & o 3 cn” he . ‘ig all ati: = BG as a : 
Sn tee a pi. es See? to 3 Ee, ae e “Pegs Gs ate “Se 5 
kes ’ Moog >. ae a “a ee ie 4 ~ Tee, rs ee = 
a; Bs. Sur, Mpa Dee, ihre aan rs 3 bs Pa” i 
conn. Bed 3) aa = a 2 pie a , a Hes Be Dike - nn 
ere . a rs a me ‘ ie See eae ‘ bye %S ; a 7 ae ts : 
ay = ee , ae :. i‘ a eo bs > 4 ira ee is a , 
ae Be ee i ak ee cae a j : “6% ge en 
i. oe = tee a — 2. oe ge ge cee 4 i ae 
: . — é - oa Es ai, ee 5 ee 
aa ie ‘ eg ag 2 % ‘ —  «. ae Ova — i Be : a 
- ee é % ss, i 2 e fi ee a es ei: ie a gf Ls 
, Toes va ~_ © 4 a = ae ee Fae oe ae 
: 7 a &. ; 4 Bi ian a , Se re ss : a 
ee g amen eo eae ee | ee ag 2 ie mee Sf s 
ies): i. —— a a 8 i Ses pee = cera i pe a 
J) orden F a Winks 90 —_ i —. 4 Pare 2 ” 5 ee oe i 
a ant aa aie get cota Ea ‘tor eZ BR 2 By 4. ‘3 a 
eee ine 4 , ss, ag a or) + a Mee i a ee ye, aes ag “ a | 
oa i E . ae ae hte 2 pegs: ES. a f =. Bie ES 4 ‘ f e ae 
= he care ee oe = se oe es wae a9 oe ae as “a Z a 4 ‘a ‘ gag te ? 5 <i ai a 
a, oe oe aot ae |S ae: _— : Ce ee Pe, Ge a bi i 
oe = a — - —hrUVvw 
1 ar. —— . ed 3 Ee ; Pi. a 
I Gs | 7 y eo ing 
ne ’ = a: is HEAR? eee cr 
si . = 2 oe Or 2 ee <i 
* pie aw 4s oo. ¥ Wir SoD PRODUC, - ; “a = 
aie ed er im: «it Z i -. < f — % wie : ; ie 
: i vo ag i f ie ¢ 3 
CR Mesa a — oo 9 é ig “4 ie 
fies oe * > , — ; ae 4 eg i" 3 ie 
of Pay ‘ 4 ae 4 ee hd 
: i. # . 
a , i i 
- iad o “ 
an a SH = bts 
— 
ae TATION Ve 
‘= TIMES § w 
Se ~ open on 
ss > Ys i 
a 2 : 
| TS #o 
fe" hn WA ‘ ee 
mA 50,00 . i 
7 7, % oo 
* xs gh . 
a ‘3 ie ee o MEO . i. 7 
| — : ee ay 
= { y a 
a | ii 
: — Fag: 
* 
? i 
eh Le se ti : ; 3 ; 
ae SF , = , te hg ae < hae 3 :. a oh ‘ y Bice fae 
. a a 2° ‘ — eg ‘ aS “! jaca ce ex pee ig £ 2S ye oe c oi ee 27 2 ia ee a ‘ i : , 4 F 5 “es 
5 ‘5G wPaek: ‘ : , aa we et ’ , ~ 3 , t eS : ioe PP eS ft RNS Re eens ee ae ek orto ‘ 
F Pa. 7 Pad ia ars 4. | F aa c9 ie ag oe ae : 
‘an a0 : Ne hme, Be ¥ . 4 sha < mie Neat ~ 3 ? ‘ a with s - ‘ 2, 7 7 
; : i ae Wnt Bice he + on pt aes Pte oa — et 


oe 


va 


Johnson Succeeds 
Beatty as WFA 
Ad Director 


Washington, D. C., Dec. 28.—J. 
Sidney Johnson, merchandising 
manager of National Biscuit Com- 
pany, has succeeded Vernon D. 
Beatty as director of advertising 
for the War Food Administration’s 
“Food Fights for Freedom” cam- 
paign, WFA Administrator Marvin 
Jones announced today. 

Mr. Johnson joined WFA in 
1943 to direct promotion in whole- 
sale and retail trade channels for 
“Food Fights for Freedom.” Na- 
tional Biscuit hasextended his leave 
to permit him to direct the entire 
advertising operation in early 1944. 
Advertising aspects of the food 
campaign had been managed by 
Mr. Beatty since the program was 


contemplated last July. During 
his administration plans for the 
campaign were developed, and 
the initial effort was made last No- 
vember. He resigns on expiration 
of his leave as advertising manager 
of Swift & Co., a post to which he 
will return immediately. 

As advertising director for WFA, 
Mr. Johnson will work with OWI 
and OPA to win media support for 
programs. A special group of War 
Advertising Council task forces, 
under Charles G. Mortimer, pre- 
pares “Food Fights for Freedom” 
material. 

The three government agencies 
sponsoring the food drive will de- 
vote the first three months of 1944 
to promotion of the OPA home 
front pledge, with a plea to play 
square with food. Later, retail 
stores will launch a separate cam- 
paign suggesting low-point foods 
to relieve late-winter pressure on 
foods in short supply. 


mm Be A Conqueror 


WIN IT WITH WWL, NEW ORLEANS 


You dominate the air now in this 
territory with WWL, New Orleans 
—the only 50,000-watt, clear channel 
station for hundreds of miles. 


WWL’s famous shows—and CBS 
talent—have built tremendous aud- 
ience-loyalty that will remain your 


postwar competitive advantage. 


NEW ORLEANS 


50,000 WATTS 
CLEAR CHANNEL 


THE GREATEST SELLING POWER IN THE SOUTH’S GREATEST CITY 


CBS Affiliate—Nat'l Representatives, The Katz Agency, Inc. 


The Diary 


of an Ad Man 


This diary embraces the observations and ctions of one of America’s 


most prominent and widely known 


men. It is presented in 


ADVERTISING AcE weekly, exactly as written, without benefit of “editorial 

direction” of any kind. The author is glad to receive comment, but can- 

not answer letters, except as wp Ay F it appropriate to do so through 
column. 


December 20. That title “Life Begins At 
Forty” is a good one to remember when 
looking for able men these days. There is 
more to it than the fact that such men are 
draft-free. With most men forty is the end 
of one cycle and the beginning of another. 
It is one of Nature’s own periods of review 
and readjustment, when a man is likely to 
be casting about for ways to make reality 
come closer to his dreams. At this period 
even men who seem to be well set in their 
jobs are susceptible to suggestions for 
change. 

@ 


December 21. One of my Washington 
scouts reports that the Bankhead bill is far 
from dead; and that its proponents have 
been very active among Congressmen in the 
past week. As soon as Congress reassem- 
bles an effort will be made to get the bill 
out of committee and onto the floor of the 
House, where the political influence of the 
small-town press can be used to put Con- 
gressmen on the spot. The publishers of 
these papers appear to have a mistaken no- 
tion that by demonstrating their great 
political influence they are going to prove 
an equally strong advertising influence. 
They do not seem to understand that the 
buying judgment of advertisers is formed in 
quite different ways from the political fears 
of Congressmen. 


December 22. All products and all ideas 
are salable only as they flow with the tides 
of thought and feeling which are surging 
through a given society. Because the forces 
which create these tides are more powerful 
than advertising, it is futile for us to run 
counter to them. Thus when, as now, 
money has ceased to hold its normal values, 
economy is a weak theme. For the ad 
man, as for the politician, the ability to 
sense the rise and fall of these tides is 
vital; and techniques which will aid him in 
doing this are something he should develop 
as part of his standard equipment. 

a 


December 23. In addition to all the great 
blessings of Peace, I am hungering for one 
tiny personal one. Blessed will be the day 
when advertisers are through with tone 
poems and cathedral chimes—with shooting 
arrows into the air that fall to earth I 
know not where—and are willing to let my 


pencil get back to good, honest merchan- 
dise selling. 

December 24. Glad to receive as a Christ- 
mas greeting a copy of “The Forgotten 
Man’s Almanac,” made up from the salty 
observations of that great student of so- 
ciety, William Graham Sumner. Sumner’s 
whole viewpoint was the very antithesis 
of the New Dealers’, and one of the sorriest 
of the many intellectual tricks indulged in 
by these gentlemen was the appropriation 
of Sumner’s “Forgotten Man” phrase, and 
its application to the last group he ever 
meant it to indicate. No pseudo-scientific 
campaign of any advertiser ever beat that 
one for trickery. 

° 

December 25. No matter how able a man 
may be financially to gratify his fancies; 
no matter how much he seems to have 
“everything”; there are always some things 
he won’t buy for himself. These may be 
articles of personal adornment or indulg- 
ence, but more often they are gadgets re- 
lated to a hobby. These are the things he 
is always hoping to find among the pack- 
ages under the Christmas tree, and just one 
of them, irrespective of its cost, will out- 
shine all the conventional presents. It 
shows that somebody has observed him 
closely enough, and sympathetically 
enough to penetrate to his secret desires. 
(Women’s publications please copy.) 

” 


December 26. As another year begins its 
closing lines, and a new one stands off- 
stage, I am reminded that it is not easy 
to keep the past and future in perspective. 
In our simple ways we ad men often show 
it. Some who apply to me for jobs bring 
along huge scrap books of all the work 
they have ever done, and all the publicity 
they have received. These always seem 
to me a little like Fred Allen’s backward- 
flying bird—not so interested in where 
they are going as in where they have been. 
Other applicants—the largest number— 
have to scurry about to gather up any 
records of their work; seeming thereby to 
be living just from day to day. Still others 
—very rare—have carefully kept case his- 
tories of ads that have worked and ads 
that have not; thus showing that sense of 
history which makes the past the instructor 
of the future that it ought to be. 


RKO Idea Man 
Runs Short of 
Ideas; Seeks Help 


New York, Dec. 28.— Proving 
once again that it is sometimes a 
good idea not to have an idea, 
Leon J. Bamberger, sales promo- 
tion manager of RKO Radio Pic- 
tures, has adopted the unusual 
course of asking exhibitors to tell 
him how to advertise “Tender 
Comrade,” forthcoming RKO opus, 
to themselves. 

Early this month Mr. Bamberger 
wrote a letter to theater owners 
and managers, pointing out that 
in a long career of motion picture 
promotion he has thrown every 
idea in the firmament at exhibitors 
in an effort to get them more 
hopped up than usual about his 
studio’s pictures, in the course of 
which activity he has made use 
of every adjective in the English 
language at least once, and in some 
cases many—far too many—times. 

So... “Along comes a picture 
now that I just don’t know how to 
handle,” Mr. Bamberger confessed, 
whereupon he supplies exhibitors 
with advance proofs of the adver- 
tising campaign for the picture and 
says he will pay $300 for the best 
idea for a mailing piece to exhibi- 
tors, plus second, third and fourth 
prizes of $200, $100 and $50. 

Presumably the winning entry 
will be used as a direct mail piece 
to exhibitors, but whether it is or 
not, RKO hopes that the contest 
will have reminded exhibitors that 
Ginger Rogers in “Tender Com- 
rade” is the story of the “chin-up” 
girl, “told so humanly, so warmly, 
so tenderly and humorously that 
your memory and your heart will 
be enriched beyond all measure.” 

Consumer advertising for the 
picture is appearing in December 
and January issues of 21 magazines 
in large-size space. 


Gillette Elects 
3 Vice-Presidents 


G. Herbert Marcy, A. Craig 


Smith and Louis H. Young have 
been elected vice-presidents of 
Gillette Safety Razor Company, 
Boston. Mr. Marcy will serve as 


A. C. Smith G. H. Marcy 

assistant to the president. With 
the exception of 15 months as 
assistant director of the consumer 
durable goods division, WPB, he 


has been with the company for 19 
years, his last position being that 
of sales manager. 

Mr. Smith, advertising manager 
for the past 6% years, in his new 
post will supervise postwar plan- 
ning and expansion of the com- 
pany’s activities. Mr. Young, who 
has been works manager since 
1937, will continue to act as plant 
superintendent. 


SURPRISING 


FACT ABOUT NEGROES 


is what a great job their spending does 
in offering opportunity to advertisers. 
Here's a 7-billion dollar market, yes 
7-billions a year. Are you overlooking it? 
Perhaps your competition is, too. That 
doubles the opportunity for you. So drop 
a postcard or letter today to Interstate 
United Newspapers, Inc., 545 Fifth Ave- 
nue, New York 17, New York and let us 
send you some startling, proof-revealing 
facts about what the Negro Press can do 


for you. 


FOR_GOOD 


CENTRAL OHI0'S ONLY CBS OUTLET 


Ask Any Blair Man Or Ls. ) 
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This young lady is the New Aristocrat: She carries 
home a pay envelope with a bulge that would 
surprise you. For her income and living standards 
have risen far more than any other class. 


She pays a large income tax. She buys many extra 
war bonds. She is saving money. Still she has 
enough left to buy the things she’s always wanted. 

And she knows exactly what she wants to buy— 
because—her tastes have been educated by her 
favorite Ideal Women’s Group Magazine, and by 
regular attendance at the motion pictures. She 
follows the motion picture stars in her choice of 
drug products and accessories, cosmetics, perfumes, 
furs, furniture and food. Her Ideal Women’s Group 
Magazine tells about these ideas in detail. She’s a 
sophisticated “Park Avenue” spender—even 


though she’s never been off Main Street. 

Your advertising can reach 1,400,000 of these 
Young Americans—The New Aristocracy—repre- 
senting a readership of more than 10,000,000— 
through the pages of the Ideal Women’s Group. 
The Ideal Women’s Group is the ideal buy because 
it delivers you more circulation, for your advertis- 
ing dollar, than any other Women’s Group. It is 
today’s fastest growing group, because it is keenly 
alive to the desires of its readers—as evinced by a 
nearly 100% voluntary newsstand sale. 

Whatever you have to sell, now is an ideal time 
to tell your story to The Ideal Women’s Group 
readers. You can count on immediate, eager 
response today—plus getting your product in on 
the ground floor of tomorrow’s continued buying. 


“BUY AN EXTRA BOND” 


md 


TODAY’S “IDEAL” BUY 


1,560,000 circulation (based on 
October 1943 issues) representing a 
readership of 13,260,000 
99.6% voluntary newsstand sales — 
Rate $1.00 per page per thousand 
Lowest in the entire women's 
group fleld! 

We can guarantee present cir- 
culation, maintain full editorial 
service and provide exceptional 
space opportunities for adver- 
tisers, through the elimination of 
two magazines outside our 

IDEAL WOMEN’S group. 


Spadea Joins K&E 


James V. Spadea has joined 
Kenyon & Eckhardt, New York. 
He was formerly publisher of You. 
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years, and chemical plants are 
ready to swing over to peacetime 
production the day the war ends, 
Charles A. Higgins, president of 
Hercules Powder Company reports 
in his 1943 review. 

Based both upon a survey of the 
chemical industry and upon Her- 
cules’ own postwar blueprints, his 
statement emphasized that the 
wartime accomplishments of 
American chemists would “stand 
up” after the war. “The war has 
simply accelerated the develop- 
ment of the chemical industry. 
Some of the so-called substitutes 
are better than what they have re- 
placed. Under the impetus of war, 
these materials have been moved 
from the research laboratory into 


—Edited by RALPH O. McGRAW 


Hercules Powder Has 
Postwar Plans Ready 


The postwar American chemical 
industry will employ “considerably 
more” workers than in prewar 


actual use much § faster’ than 
would have been possible under a 
peacetime economy. But they are 
here to stay, and they will play 
a prominent part in raising the 
postwar standard of living.” 

The chemical industry as com- 
pared with other major industries 
engaged in the war program faces 
hardly any problem of reconver- 
sion to peacetime production, be- 
cause its products are essentially 
“intermediates,” he said, and will 
not change. 

Hercules has drawn up plans for 
a plant construction program after 
the war that will far exceed the 
expansion program of any prewar 
year, Mr. Higgins reported, and he 
cited cellulose derivatives for plas- 
tics, and terpene and rosin chem- 
icals as the main products figuring 
in this postwar expansion. 

At the same time, the Hercules 
president reported that in 1943 his 
company was producing chemical 


materials for use by more than 50 
fields of industry engaged in the 
war program, while continuing to 
turn out military explosives for 
the government at an all-time 
peak of production. 

* * * 


A survey of postwar sales plan- 
ning is being made on a nationwide 
scale by the Dartnell Corporation. 
It will cover new products, pricing, 
marketing procedure, sales train- 
ing, territories, and sales quotas. 

ok * a 


A news item from Washington 
says that at the end of the war the 
United States, through the Recon- 
struction Finance Corporation, will 
own 10% of the nation’s steel ca- 
pacity, 50% of machine tool and 
aluminum capacity, and 90% of 
the magnesium capacity. Disposi- 
tion of these facilities are problems 
being considered by many compa- 
nies in their postwar planning. 

* * * 


Edward Stern & Co., Philadel- 
phia printer, is setting out to find 
out how much and what kinds of 
printing will be used in the first 
postwar years so that printers and 
buyers of printing alike may be 
able to adjust their requirements 


ACB 


Research Reports Give 


Cha Vistiw 


ON OBSCURE DEALERDOM 


ACTIVITIES 


ACB Research Service furnishes pertinent current 


facts to work with in both national and local newspaper advertising 


Do you know exactly the extent and manner in 
which your dealers advertise your products to 
their homefolks in the local newspapers? 


This dealer tie-in advertising is often the make- 
or-break for important national schedules. . . its 
presence or absence often indicates a dealer’s po- 
tential... yet appearing at uncertain intervals 
in any of the 1,821 daily newspapers published, 
it is practically impossible to get a coherent pic- 
ture of it except by ACB Research Reports. 
You can likewise keep informed on what your 
competitors’ dealers are doing. 


ACB reads every advertisement in every daily 
newspaper published. Your advertising agency 
knows ACB especially as the official distributor 
of advertising tear sheets. Several hundred 


manufacturers, advertising agencies and pub- 


lishers use its research service to keep them- 
selves fully informed about fields in which they 


are engaged, or expect to be engaged. 


These services are surprisingly moderate in 
cost, even though they are made to order for 
each subscriber. They are valuable in many 


ways to active merchandisers; merchandisers 
who are inactive due to war conditions use the 
services to follow “‘wandering dealer”’ activities. 


ACB RESEARCH SERVICES 


Dealer Tie-In Reports. Checks dealer co-operation on your 
brand and/or your competitor’s brand. 


Tear Sheet Service. Full tear sheets supplied on competitive 
national; or your own or competitive dealer advertising. 
Schedule Listings. Daily review of any new schedules or in- 
sertions appearing in daily newspapers. 


Unduplicated Copy Service. Gives you as they appear, new 
copy themes—new products—uses—new ideas for manu- 
facture; advertising; selling. 


Advertising Allowance Service. Verifying insertion, size 
and rates on each paper claimed. Recommended by 
dealers and manufacturers alike. 


Also . . . various other services requiring research on 
national or local advertising appearing in any of the 1,821 
daily newspapers published. Free: Catalog of ACB Re- 
search Services. 


The 
ADVERTISING 


CHECKING BUREAU 
INC. 


| aA or a Par Ae ae | 


NEW YORK (16), 79 Madison Avenue * CHICAGO (5), 538 South Clark Street * SAN FRANCISCO (5), 16 First Street 


ddvertising Age, January 3, 1944 


to available facilities and condi- 
tions. New printing equipment is 
as scarce as all heavy machinery 
has been during the war and the 
Stern survey will be made avail- 
able to manufacturers as a guide 
in releasing postwar production 
for the printing industry. 
* * ak 
The J. L. Ferguson Company, 
Joliet, Ill., manufacturer of pack- 
aging machinery, has announced it 
is accepting orders for postwar de- 
livery. The orders are being filed 
and dated as received so that the 
first on the list will receive first 
attention after production facilities 
are released for civilian require- 
ments. 
* * * 

The December issue of “Avia- 
tion” pricks the bubble of the heli- 
copter’s replacing the family car as 
soon as the war is over. The ma- 
chine, it asserts, does not possess 
the elements that would make it 
possible for an untrained person to 
fly. All helicopters developed to- 
day of any practical note are for 
military purposes and the publi- 
cation feels it is important that the 
public not be oversold on this form 
of flying. The craft does, however, 
have some commercial possibili- 
ties, including advertising pur- 
poses, the article points out. 

* * * 

A few points of marketing sig- 
nificance included in the current 
“Business Bulletin” of The Cleve- 
land Trust Company are: Labor 
shortages will continue to be seri- 
ous until after Germany is de- 
feated; the rising trend of wages 
will continue until that time, after 
which overtime payments will de- 
crease rapidly. 

* oa 
Through its advertising in gen- 
eral and business magazines and 
university publications, Bell & 
Howell Company, Chicago, is in- 
viting engineers to join it in ex- 
ploring peacetime applications of 
Opti-onics, its term for a combina- 
tion of optics, electronics, and 
mechanics. 

* # 

As manpower is released from 
war duties, “Exide News,” publi- 
cation of The Electric Storage Bat- 
tery Company, Philadelphia, cau- 
tions its dealers, service stations 
will spring up over night, creating 
a competition in which only the 
strong can hope to survive. Deal- 
ers surviving, it asserts, will be 
those who have the best knowledge 
of merchandising, selling, and 
servicing principles and put them 
to work. Dealers are advised to 
prepare themselves by talking to 
their wholesaler and his salesmen 
about the situation and obtaining 
as much product knowledge as 
possible; also to read some good 
books on salesmanship, merchan- 
dising, and business management. 

@ * 

Even publishers are doing post- 
war planning. War Plant Bulletin 
devotes its current editorial space 
to answer publicly a query fre- 
quently received: “What will you 
do when the war is over?” The 
answer is that the name of the 
publication will be changed with 
the forthcoming issue to Industrial 
Bulletin. 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war 
plants by the thousands daily — 
each copy read by many, and 
passed on from shift to shift — 
each copy working 24 hours daily 
to bring you coverage of today's 
best-spending customers 

100,000 readers daily! 


* *& THE * * 
JOURNAL-COURIER 
NEW HAVEN, CONN. 


ae E —— : by P eee 3 a7 = eo 5 Moree ch pt a pegs Bethy oe PA iy ge sgnes Cee “ 
a ee Oagere  e e fe ee a RS { ee a. : ae ee Be eto a ae a AS ee ae ee: Se Oe eee eS 
ee ae oe | cee, a, aa ag a ag ; ee | . 3 wee Se 2) ae ee al ~ See = “eae “sa 
a. % | = a 
Bs a aCLVE: 
Me i og 
ao oo ne ea, Ce” at eb ee gl ORE Ee CER aT £5 - | 
Be | : Z : ; CAL = = 
% How Business and Industry Are Preparing for a Peacetime World — Ind 
“ ys en REX. W. WADMAN ; s200, 
; dl IVs 
ra DIESEL ENGINE CATALOG giftwe 
wile PETROLEUM WORLD ® other 
PETROLEUM REGIS wIcC | 
OLEUM REGISTER m adopt 
a CALIBORNIA PETR this v 
oe - pe. MUNDO — avoid 
os PETROLEO = motio 
SUGAR um 
ie EL MUNDO cosa mn Wo! 
Pag oo ™ years 
ca AR REFERENCE BOOK B bids n 
a publis 
a | about 
ie 2 
ae = ments 
ik: m@ lars, } 
- ™ other 
. ; laws t 
7 to be 
. resent 
rer Tra 
2 up by 
et. <5 se aa SE 5 oO EL RETIREE ETE EOS GRRE HR oA“. SO ~~ gamma acca mecca. son-P 
= Ran 8 ne ne memhk 
ana eee e . lyin. @o rae wae to el 
eas Oe tial es ES i? Se “See and u 
—_ a tes as ie? } ie ape ae codes 
toy ay i a On - wy "Pin ee ‘ . at 1 an wy 
“ie a - d — ey bia i. ™ : Sd " 
; Ye “a a er it J Rat 7 ‘ ‘ : ra - 7 an : finally 
yi ; - : ee : ‘ a 
th ie ; tJ ; , . od i PoUtsgit san, 
i ee ee oe “ i | ae ] —_ - 3% TS 
=. err /} “RL a: ee Pro 
a a” 5 as - — ( a 4 u eat Rad Se Bi 0) . 
a i ieee eS ee ee - ' : SN 3 eS ats log je 
en 7 ee ; adh ew ie hice > ay j <. . » ¢ a) & SS * tt eae ee 7”) . ; 
: > Oo a di Ae aS te Se a re = a ag . ok" j ; ‘ en 7, mera cee co er 
ee ee elias ca od oy ceo ‘je as \ | cy fl sa| Yee i incluc 
— a - es imac \ Ui X = . ‘ es ms ae ee verwé 
oe ra . ge ‘ S i x xX ais RE ; ; 
. ar . me 5 4 4 -¥ , a ahs ties 
ae Sh cr Oy a ewe bile 1 r f 2 j S . ores “4 ‘ead we a 
s * t , ry oe, sf, mm <\ J FROG ' 4 . ae a stats trical 
eer. ee Boherd. . dbs | a ’ . = <a x : ae ee : 
a4 ig en : Wa? wey Ma Wes , ee pallies. ing |! 
a ss ais d ia = 2 e = ‘ " oul er eas F wae * go S. 
ma a ae } - re j — a — 
© - fe i f ia: Be ie: ae Se, . , the ll 
a 3 iN 2. DD - & & numb 
pease ? LNG. ‘ . a iy BS pee ss - ers, il 
ee Bia O° a vidua 
— ae cant to ger 
Pe: ¢ da Te my. 
. ss COr ae : #2 ; o. see drug 
-_— ti Bac z 5 at roam for si 
-— | vent ee Oth 
: a T_T i ae é aE ‘ ma 
get : ab ae p. Ge s y 
i a elie ie. a sz an ee 
. i. ee Bb: cites A uyin 
* — a ve 
ae Ds a ¥ ' ue re ee catalc 
a ; : 4 ‘s2 “ pectiv 
ope - " alog 
" while 
not ji 
= — = house 
» ¥ ‘s . — sume! 
i conta: 
a. Mie, i ers’ Ci 
mid trade 
et salesr 
ie by m 
giftw: 
consu 
but 
4 or ca’ 
a able | 
4 - cial k 
a? ee tere 
7 mark 
A —_— — 
ee | 
? * 
a un sal Yo 
7 BP z 4 | 
7 ee - y a 
| a 
ile, em _ re ' 
ee = 
A Panne: en he , : ek ee. ‘ : e: sg ae ? hehe Seay ee vet . eae : an é , ‘ : ee” x) 4 
; “a sf > ; r , see + = ee ee ee tae "e- GP > Bag . : sie . ¥ a: AN 
“ish Ri ag ep sof 2 F kare Be a aol 3> op Singer. of ah. ae hp pions wake me at4 eo : 
:y ; 6 4 4 M c rk aa ; % - tS eee P oe ‘ eee a ASS 


CSS SS eS UTC 


, 7. ee 2S eS ee SS Oe 6 


ia 2 oe ee ee, ee ee 


ee 


tt eanmnmeyrerOOw et OD 1 OVUM Ft Hw 


RUVE Y 


Catalog Jewelry 
Industry Adopts 
Fair Trade Code 


Washington, D. C., Dec. 29.—The 
$200,000,000 catalog jewelry and 
giftware industry joined nearly 150 
other trading groups covered by 
FTC trade practice agreements by 
adopting a code of fair practices 
this week, binding the industry to 
avoid deceptive pricing and pro- 
motion methods, and setting mini- 
mum ethical standards. 

Worked out after nearly two 
years of negotiations, the code for- 
bids members of the industry from 
publishing misleading statements 
about merchandise in advertise- 
ments, catalogs, bulletins, circu- 
lars, radio announcements or any 
other manner. The code also out- 
laws the use of markers purporting 
to be prices when they do not rep- 
resent bone fide selling prices. 

Trade practice rules were drawn 
up by the FTC under the Robin- 
son-Patman Act at the request of 
members of the industry. Designed 
to eliminate unfair competition 
and unethical trade practices, the 
codes had been discussed at indus- 
try-wide conferences, and through- 
out trade circles before being 
finally enacted by the Commission. 


Includes Wide Variety 


Products marketed by the cata- 
log jewelry and giftware industry 
cover a wide variety of articles, 
including jewelry of all kinds, sil- 
verware, watches, clocks, novel- 
ties, toilet goods, luggage, elec- 
trical appliances, furniture, sport- 
ing goods and other consumer 
goods. 

Catalogs issued by members of 
the industry are distributed in a 
number of ways, through retail- 
ers, industrial concerns and indi- 
viduals. Many of the catalogs go 
to general merchandise, retail and 
drug stores where they are used 
for sales by counter salesmen or 
by display. 

Other members of this industry 
may distribute their cuatalogs 
through industrial concerns and 
buying organizations for use of 
employes, while in some cases the 
catalogs may go directly to pros- 
pective customers. 

The FTC explained that the cat- 
alog jewelry and giftware trade, 
while broad in its activity, does 
not include regular mail order 
houses which sell directly to con- 
sumers through catalogs which 
contain net prices, or manufactur- 
ers’ catalogs, which are used in the 
trade but are not used by counter 
salesmen. 

In many of the catalogs issued 
by members of the jewelry and 
giftware industry, FTC said, net 
consumer prices are not shown, 
but code numbers or list prices 
or catalog figures are used to en- 
able dealers or persons with spe- 
cial knowledge to learn the actual 
price. While the code rules out 
markers which could be mistaken 
as purported prices, it permits the 


Youll hand it to 


418 S. Market St. Chicago 7 
Phone WABash 3304 


use of symbols or catalog figures 
when their character is clearly 
marked. 

The code also permits the use 
of suggested resale prices so long 
as the suggested prices are clearly 
marked, and they are fair and rea- 
sonable and so long as they are not 
fictitiously inflated above ordinary 
resale price. Such resale prices, 
however, are not to be binding on 
the reseller. 

Among the important regula- 
tions issued for the industry is one 
forbidding any member to pay ad- 
vertising or promotion costs of any 
of his dealers unless similar in- 
ducements are offered all other 
customers competing in the dis- 
tribution of such products or com- 
modities. 

Other practices which the code 
prohibits include: imitation of 
competitors’ trade markers, trade 
names, brands or labels; discrimi- 
nation among purchasers; discrim- 
inatory prices, rebates, refunds, 
discounts, credits; misrepresenta- 
tion of the character of business 
by falsely claiming to be a whole- 
saler, jobber, distributor, manu- 
facturer or importer unless the 
firm actual is such. 


Prepare Now for 
War's End, Geyer 


Warns Business 


New York, Dec. 29.—Although 
military leaders must base their 
strategy on the probability of a 
long war, business men must pre- 
pare for the sudden ending of hos- 
tilities, B. B. Geyer, president of 
Geyer, Cornell & Newell, wrote in 
an article in the Jan. 8 issue of 
Liberty, published yesterday. 

Forecasting defeat of Germany 
within the next few months and 
probable collapse of Japan late in 
1944 or early 1945, Mr. Geyer said 
there will be changes in war con- 
tracts to fit strategy shifts, and a 
substantial increase in consumer 
goods production in the new year. 

“Biggest question-mark in the 
employment future is whether 22,- 
500,000 new civilian jobs can be 
created to absorb released war 
workers and members of the armed 
forces,” he declared. “To maintain 
present maximum employment, 
the number of non-war civilian 
jobs must rise from today’s 31,- 
500,000 to 36,000,000 within one 
year after Germany collapses, and 
move upward to 54,000,000 by the 
end of the first postwar year.” 

He predicted that it will be pos- 
sible to maintain maximum em- 
ployment in the United States if 
the present $48,000,000,000 of in- 
dustrial production is stepped up 
to $58,000,000,000 in the year after 
Germany falls, and then onward to 
$87,000,000,000 in the first postwar 
year. 


Savings Show Increase 


Savings have been piling up at a 
fast pace, moving from more than 
$30,000,000,000 for 1942 to nearly 
$47,000,000,000 tin 1943, bringing 
total accumulated savings in excess 
of $172,000,000,000 through this 
year, Mr. Geyer reported, predict- 
ing that cumulative private sav- 
ings, based on current trends, 
should reach an average of $6,800 
per family in 1945, compared with 
only $2,200 a family in 1939 at the 
outbreak of war in Europe. 

If production and employment 
follow the anticipated increase, Mr. 
Geyer said, it is possible for con- 
sumer expenditures to hit $100,- 
000,000,000 in the year after the 
war. 

Pointing to recent developments 
in frozen and dehydrated foods, 
chemical rubber, plastics and light 
metals, synthetic building and 
clothing materials, electronics, 
high-octane motor fuel, glass fab- 
rics and medicine, he contended 
the first postwar year should sig- 
nal major changes in mechanical 
products, housing, transportation, 
clothing, packaging and distribu- 
tion. 


Allen Joins Aniline 

Francis G. Allen, formerly of the 
aluminum and magnesium division 
of WPB in Washington, has been 
named director of promotion of 
sales of products other than dye- 
stuffs and allied products by Gen- 
eral Aniline & Film Corporation, 
New York. 
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Chicago Dailies 
Press Drive to 
Salvage Paper 


Chicago, Dec. 29.—With the Chi- 
cago Newspaper Publishers Asso- 
ciation backing the drive with a 
publicity program, the waste paper 
collection campaign here is ex- 
pected to be revived to such an 
extent that an additional 5,000 tons 
will be salvaged weekly. 

Representatives of the city’s five 
daily newspapers met yesterday 
with WPB, paper industry and 
civilian defense salvage officials to 
establish a permanent organization 
for carrying on waste paper sal- 
vage the year ’round. Plans call 
for regular collections every two 
weeks at the schools, with pupils 
being urged to salvage every bit of 
waste paper, and for sidewalk col- 
lections once every four weeks 
from householders. In addition, 
the city’s 8,200 flat janitors will 
also be enlisted in the drive. 

Newspaper representatives in- 
clude Carl Carstenson, News; Jack 
Little, Herald- American; Ed 


Richer, Sun; Mel Barker, Times, 
and Jerry Byrnes, Tribune. John 
R. Robinson, former newspaper- 
man and paper company Official, 
has been named chairman of the 
newspapermen’s committee and 
will handle publicity. 


Atlantic Gives 
Ration Data in 
Small-Space Ads 


Philadelphia, Dec. 29.—Fuel oil 
users throughout Atlantic Refin- 
ing Company’s territory are re- 
ceiving weekly figures on weather, 
validity of fuel oil coupons, and 
other timely information to help 
them make the most of their fuel 
oil ration, in a series of five-inch 
advertisements in daily newspa- 
pers. 

The advertisements report the 
deviation from “normal” of cold 
spells during the past weeks, and 
warn those who have used more 
than a certain percentage of their 
total allotment to reduce their 
consumption. 

N. W. Ayer & Son is the agency. 


OWI Advances Clark 


Dowsley Clark, formerly re- 
gional director of OWI in Minne- 
apolis and Chicago, has been 
named chief of the news bureau of 
OWI, succeeding Charles L. Allen, 
who has resigned to resume his 
position as assistant dean and di- 
rector of research of Medill School 
of Journalism, Northwestern Uni- 
versity, Evanston, III. 


Hoffman Tells Merger 


Space in trade publications has 
been scheduled to announce the 
merger of Mission Bell Radio Mfg. 
Company and Mitchell - Hughes 
Corporation into the Hoffman 
Radio Corporation. Hixson- 
O’Donnell, Inc., Los Angeles, is 
the agency. 


Hasten the 
Return of Peace. 
Buy More 
War Bonds Now. 


!'NODIANA’S 
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LARGEST 


MARKET 


“I'LL BE RIGHT HERE 
AFTER THE WAR’S OVER” 


“I've been on this same machine— 
every day—since 1936. Only dif- 
ference is these gadgets are going 
to the Government right now— while 
regular customers are waiting.” 


@ Employment in Fort Wayne factories has always been excep- 
tionally steady. True, there has been some influx of war 
workers to increase production for the war effort and pay rolls 
are bigger than ever before. Retail sales in 1943 totaled over 
one hundred million dollars—($110,500,000... Sales Manage- 
ment)—but beyond current figures is accumulating a backlog 
of needs for peacetime products that will keep industrial Fort 
Wayne busy for a long time to come. Trucks, electric motors, 
washing machines, refrigerators, radios are but a few of the 
products Fort Wayne formerly made for the consumer market 


—and will make again. 


REPRESENTATIVES: 


ALLEN-KLAPP CO. «+ 


It's a great market! 


97.8% HOME COVERAGE 
The News-Sentinel is delivered by 
carrier six days a week to 97.8G 
of all homes in Fort Wayne. 


Che News-Sentinel : 


Fort Wayne's “Good Luening” Rowipe pot wail 
A % 7 


_ FORT WAYNE, INDIAN 


NEW YORK—CHICAGO—DETROIT 
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Ads Don Uniform 
in New Volume of 
Advertising Art 


New York, Dec. 29.—Advertis- 
ing has donned a wartime uniform 
in the 22nd Annual of Advertising 
Art, newly-published volume con- 
taining more than 300 examples of 
advertising art shown at the re- 
cent exhibition of the Art Direc- 
tors Club here. 

The illustrations, selected by 


juries as the outstanding adver- 
tisements of America’s first war 
year—Feb. 16, 1942 and Feb. 16, 
1943—are classified by industries 
rather than by types of art tech- 
nique, as had been done in previ- 
ous years. Of added interest is 
the comment of a score of leaders 
in advertising and industry pre- 
senting their ideas of postwar ad- 
vertising development. 

As William A. Irwin, president 
of the Art Directors Club, points 
out, escapist art is noticeably ab- 
sent in the new annual, and “the 
serious tenor of the year is re- 


flected in the sober and careful 
thinking of an artist and writer 
combined.” He declares that the 
art director has a special wartime 
duty, that of cooperating with and 
helping “government agencies in 
their vigorous campaigns to speed 
up and guarantee the final vic- 
tory.” He added that the club “is 
proud of the part it has played in 
the metamorphosis of advertising 
from individual selling to health- 
ful and necessary propaganda.” 

The book is published by Wat- 
son-Guptill Publications, Inc., New 
York. 


Named Vice-Presidents 


Frank E. Parsons, production 
manager of the insulation division, 
has been named vice-president in 
charge of insulation of the Charter 
Oak Stove & Range Company, St. 
Louis, and C. P. Humphries, dis- 
trict manager of the division, has 
been appointed vice-president in 
charge of sales. Charter Oak Stove 
& Range Company was recently 
acquired by Reynolds Metals Com- 
pany, Richmond, Va., where the 
new officers will maintain their 


headquarters. 
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‘The time is coming when lighting of all school rooms, shops and even homes 


will be regulated by radio. Scientific tests have successfully utilized photo-cells 


to produce uniform high intensity illumination regardless of outside lighting 


conditions . . . and further developments are assured. 


Postwar radio horizons make scientists wary of calling anything impossible. 


And when the war is won and the great peacetime task of rebuilding the world 


to a new pattern must be undertaken — WCAU will maintain a front line 


position in radio then as now. 


This promise is based on nearly a quarter century of experience and continuous 
research in perfecting WWCAU broadcasting standards. Philadelphia's first ultra 
high frequency experimental station and first FM station, the first Philadelphia 


station to build a studio building exclusively for broadcasting purposes, the 
only station in Philadelphia licensed for television, Philadelphia's first 50,000 


watt station and the city's only non-directional clear channel radio station . . . 


these are forerunners of WCAU achievements of Tomorrow. 
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Storm Agency 
Begins Television 


Experimentation 


New York, Dec. 30.—Convinced 
that with cessation of hostilities 
television will have to be reckoned 
with as a strong advertising me- 
dium, Charles M. Storm Company 
is the latest advertising agency to 
begin experimeniation with a view 
toward exploring its full possibili- 
ties and being in a position after 
the war to sell its clients on the 
new medium with even a modicum 
of technical and programming data 
based on actual research. 

While most agencies which are 
devoting time to television experi- 
mentation are doing so in behalf 
of clients whose products and com- 
mercials are televized, the Storm 
agency is involved purely on its 
own and intends to do nothing for 
any of its clients until after the 
war, at which time it expects to 
have some appreciable knowledge 
of what it is all about. 

The agency will present half- 
hour variety programs, presenting 
all live talent, over the Du Mont 
experimental television station, 
W2XWV, every Wednesday from 
9:30 to 10 p. m., for an indefinite 
period. These programs will be 
produced and directed by Ray 
Nelson, radio director of the 
agency, who inaugurated and su- 
pervised the WOR-Mutual tele- 
vision project, a one-hour weekly 
telecast over the same station. 
The programs will feature girls 
selected by Harry Conover, head 
of the model agency, who will 
work with the agency on program- 
ming techniques, at the same time 
giving close attention to many of 
his beautiful models who not alone 
must be photogenic for the televi- 
sion camera, but will need other 
qualities to make them good ma- 
terial for the possibilities of tele- 
vision advertising, mainly that of 
articulate speech and better than 
average diction. 


Gets Wilson Account 


Thomas C. Wilson, Inc., Long 
Island City, N. Y., maker of tube 
cleaners for use in power plants, 
petroleum refineries and the ma- 
rine field, has placed its account 
with Michel-Cather, Inc., New 
York. Use of business papers and 
direct mail is planned. 


’ 


Names Hazard Agency 


Davis & Geck, Inc., maker of 
surgical sutures, has placed its ac- 
count with the Hazard Advertising 
Company, New York. Institutional 
and specific product advertising in 
hospital and surgical periodicals 
will be used. 


S&S Gets 2 Accounts 


Stevenson & Scott Ltd., Toronto, 
has been named to handle the 
accounts of George Weston Ltd., 
Toronto, and _ Stanfield’s Ltd., 
Truro, N. S. George H. MacDon- 
ald, formerly of Walsh Advertis- 
ing Company, Toronto, has joined 
the Toronto office of S&S. 


Moor WeSsi 


Automotive Trade Authority of the Pacific Region 
* 


For 37 Years has been the means 
of Automotive Sales Promotion 
in the Nation's 


Most Motorized Section 


«+.» the Pacific Far West 


@ Far Westerners have the 
highest average Buying 
Power found in any section 
of the nation. ... 


® Ratio of Cars and Trucks 
owned per 1,000 of popula- 
tion here exceeds that in 
any other section. 
MOTOR WEST Advertising is the means 
for promoting the distribution and sale of 
Service Parts . . . Shop Tools and Ma- 
chinery . . . Car Accessories . . . Auto- 
mobiles . . . Motor Trucks . . . ‘> the 
Pacific and Mountain States during 1944. 


MOTOR WEST PUBLISHING CO. 
Rives-Strong Bidg.' Los Angeles, Cal- 
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Gas Sales Show 
Effectiveness of 
Wadchams Drive 


Milwaukee, Dec. 29.—Definite 
evidence that advertising has 
helped the Wadhams division of 
Socony-Vacuum Oil Company com- 
petitively during the gas rationing 
era is available, according to J. M. 
McLaughlin, general manager. 

Terming the results “surpris- 
ing,’ Mr. McLaughlin said Wad- 
hams stacked up its sales against 
the four largest volume competi- 
tive companies “who usually had 
price bargains entirely, and then 
had them spasmodically.” 

Records of these companies, he 
declared in telling “Why Wadhams 
Believes in Advertising,” in the 
December issue of the “Torch,” 
published by the Milwaukee Ad- 
vertising Club, show that their 
losses in gasoline volume for the 
first seven months of 1943, com- 
pared with the same seven months 
of 42, ranged from 43% up to 67%. 

Wadhams’ sales for the same pe- 
riod decreased only 18.1%, he 
added, and the state decrease in 
gallonage for all companies was 
21.3%. 


Retains Customers 


“By being a consistent adver- 
tiser and always emphasizing 
quality,” he said, “and also trying 
to do all the other things to sup- 
port this advertising, we feel that 
we have built such a reputation 
with people that they believe our 
products to be what they want to 
purchase when they are restricted 
in their buying.” 

Wadhams started advertising 
more than 25 years ago. Three 
years of consistent advertising 
failed to show a profit or increase 
in business, he said, but in the 
fourth year business “increased 
tremendously and paid back 
many times the losses of the pre- 
vious three years.” 

The company, although it uses 
other media, has concentrated on 
broadcasting of sports events. Pro- 
grams emphasize the Flying Red 
Horse trademark as the symbol of 
friendly service, but, Mr. Mc- 
Laughlin points out, “many of our 
most costly programs contain no 
product plugs at all.” The com- 
pany has aided recruiting for the 
armed forces, in some cases turn- 
ing over entire programs, and is 
planning programs featuring the 
farmers’ part in the production 
battle. 

“True, this emphasis we have 
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CLOSE TO THE 
FRONT IN NEW YORK 


Within range of business 
and pleasure — the Belmont 
Plaza. A convenient Mid- 
town address-only 3 
blocks from Grand Central 
and Rockefelier Center. 800 
rooms with bath (tub and 
shower). Radio. Complete- 
ly redecorated and 

under new manage- 
ment..... 4 From 


Special monthly rates 
Home of the famous 
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A ar night 


Excellent ban- 
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placed on the public service type 
of advertising, such as broadcast- 
ing, which a week from Sunday 
will hit the 10,000 mark, has at 
times seemed a doubtful and in- 
tangible investment,” he declared. 
“Particularly is this so when the 
going is rough, such as in the de- 
pression of 1932, ’33 and ’34, when 
we kept on with all of our broad- 
casts as usual. But today, when 
people have money to spend and 
want the best and can afford to 
get the best, we are cashing in for 
having stuck by the ship, serving 
the people of Wisconsin with 


sports entertainment whether the 
business situation has been dark or 
bright.” 


Columbus Agency 
Changes Name 


Mumm, Romer, Robbins & Pear- 
son, Inc., Columbus, O., agency, 
has changed its name to Mumm, 
Mullay & Nichols, Inc. Col. W. M. 
Mumm is_' chairman; William 
Mumm Jr., president; Maj. H. J. 
Nichols and L. C. Smith, vice- 
presidents; M. L. Mullay, secre- 
tary; and L. J. Sullivan, treasurer. 


Appoints Hutzler 


Hutzler Advertising Agency, 
Dayton, O., has been named to 
handle the- account of Butler 
County and Centerville Food 
Lockers, Hamilton and Centerville, 
O. Direct mail, newspapers and 
radio will be used. H. H. Hutzler 
is account executive. 


Finlay Heads CBL 


James R. Finlay, senior producer 
at the Toronto studios of CBC, has 
been named manager of Station 
CBL, key station in the new 
Trans-Canada network. Before 
joining CBC in 1937, Mr. Finlay 
was with the Marconi Company, 
Montreal. 


GIBBONS 
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KNOWS CANADA 
J. J. GIBBONS LTD. MERCHANDISING 


TORONTO MONTREAL WINNIPEG REGINA CALGARY EOMONTON VANCOUVER 
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Oklahoma City — Market of the Year 


HE close of 1943 saw Oklahoma 
Tay breezing past the 250,000 mark, 

and there was no telling when or 
where it would begin to slow down. 

As early in 1943 as March 1, its metro- 
politan population had reached 263,340, 
according to estimates of the census 
bureau. At that time the heaviest em- 
ployment demands of Oklahoma City’s 
Douglas cargo plane plant and Air 
Depot were just being made. That Okla- 
homa City had reached 274,000 in Decem- 
ber, as predicted at midyear by local 
officials, there could be little doubt. 

Sales in Oklahoma during 1943 fol- 
lowed the population rise of its principal 
cities. 

Oklahoma City contributed the biggest 
share, winding up the first ten months of 
the year 48% ahead of the same period 


the year before, appearing consistently 
in the list of the country’s topmost sales- 
active markets throughout the year. 

By the end of June, sales in the State 
of Oklahoma were registering the largest 
gains of any of the 34 states reported by 


the Department of Commerce, and were 


still leading all the states in cumulative 
gain through October. 

Oklahoma City was certainly the out- 
standing market of 1943. It will continue 
outstanding in 1944, and in the years to 
come. Oklahoma City has arrived in the 


major market class. 


te Daily 


Oklahoman 


Oklahoma City “Jimes — 


THE OKLAHOMA PUBLISHING COMPANY 


The Farmer-Stockman 
KLZ, Denver (Affiliated Management) 


*% WKY, Oklahoma City 


% KVOR, Colorado Springs 


% Represented by The Katz Agency, Inc. 
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Can You Pick the Winners Among ICS Advertising Leaders? 


, te Whar if you are past the age-limit 
Once great Ame It’s = for Uncle Sam's Armed Forces? You 
army of trained men — whose specialized can still help— in hundreds of vital 


knowledge and skill are helping to win ways — to make victory come quicker! 
py oy = ee . —— One way is to get the additional 
You still have time to join these “indus- ra training that will make you a better 


fighter on the production front today 


ull me —and fit you for bigger responsibili- 

ym gh ope erin —_ tics in the victory world of tomorrow! 
peace comes. 

You can get your training as thousands 

theirs — by studying a low-cost 1.C. S. 

Course in your spare time, at home! 400 


In war or peace, training is the first 
step to lasting success. And in war or 


Study Radio Now! 


peace, there's no better way to get 
sound, practical training than through 


ee amy daa tCS. oa Thus is a radio war—and victory will them for a well-paid, responsible job in 
in a subject related to your present job! bring « radio world! radio, television or electronics! 

The cost of 1.C.S. training is just a That's why men with foresight and am- You can study an I. C.S, Radio Course 
few dollars monthly. The rewards _ bition are studying radio now—at home, in your spare time—at low cost —start- 
cael i aah fe in their spare time! ing right now! Mail this coupon, and 
ee Sea oe Cee They know that if they're drafted, radio we'll send you yond — 
take “potluck” on the future— mail training will make them eligible for further the famous I. C.S. personalized teaching 
this coupon for complete information _Y#luable training with the Armed Forces method, which has helped thousands along 

—ligible for higher rating and higher pay _ the highway to success! 


Ves. on ds of ambitious mea Sf d 1. C. S. coupons into “magic 
carpets,” on Which they rode to success and prosperity. The coupons they 


4 
ot 
aa 
~ 
. mailed brought them information, and when they learned how little it 
+ 
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costs to enroll for 1. C. S. training, and how clearly and understandably 
1.C.S. presents the most involved subjects, they jumped at the chance to 
gets solid foundation for modern trammg! 

Today, when your country needs trained men to man the vital 
industrial froot, 1. C. S. offers you a way to acquire sound, practical train- 


FREE! FS 
send you free 


on LCS. advantages right now! 


ap em oe interesting ie the This information may well be — 
F 2 And when they return to civil life, t thousands of dollars to you—yet it's 
ing in a few months’ time. Act now! Mail this coupon for information. FREE! pond ne ant wo ail wrod vee ze. have knowledge and background to for a 3¢ stamp! Mail the coupon today! 
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HELPING TO TRAIN AMERICANS FORM VicTORY 
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TRAIN AMERICANS FOR VicToRY 
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A B Cc D 
MEN OF THE NAVY 


You May Enroll for 
international Correspondence Schools 
Courses of Study 
Term Enrolments at a Special Tuition Rate 
Available Now to All Officers and Enlisted 
Men of the U. $. Navy and Other Branches 


Maree you've learned that only with 
proper training can you hope to get ahead on your 
job — maybe you've often said, “Some day I'll 


Sos as deadly— just as victory-vital—as planes, 


take an I. C. S, Course, and really amount to guns and tanks—are the draftsman's tools! 
of Our Armed Forces — — a eee 5 > draft, you've Without these ap wren a P.S. Even though 
- oe. ee produce no new planes, guns, ships, tanks, you expect to go 
If you 4x ¥ a u ae iy ban buildings! into the Armed 
tinue your I, C. S. studies — for t . 8. Army, 
You may enroll for your choice like business and industry, needs trained men — Learn—right now—to fight with those tools— Forces, bear in 
of any 1. C. 8. scademic or vo- and pays them well! Furthermore, you will alec crained Goatemant mind that trained 
ee pone have real training by the time your term of enlist- . Hy this a ae learn how a low-cost @rattemen get 
Iment of three months ; + » ; Course i i 
ON LOW ment is over, and you'll be ready to step into a cS. in ting, studied in your spare . P 
You have the privilege of MAIL THIS COUPON FOR COMPLETE a ememenin bigger, better-paying job than you have now. time, can make you @ better fighter on today's higher tires 
annie yaae Seo ne ey COST, MODERN METHODS, PERSONALIZED Figure it out for yourself — training pays in industrial battlefield—ready for a bigger, better and higher pay 
permit Gusing any theve months’ tom; 4 ace-time or war-time, in army or civilian life. paying job in the victory-world of tomorrow! 
at che end of voy ond whey J oar ail this cou right now for information on 
ei etiam Chae canted canta to Let kawbod tshanded jel Sasmes of — Ye ii SPECIAL TUITION RATES FOR MEMBERS OF THE ARMED FORCES 
carry your course on to completion. i _ . 


' poe - en INTERNATIONAL CORRESPONDENCE SCHOOLS 


INTERNATIONAL CORRESPONDENCE SCHOOLS 
A PARTIAL LIST OF am 1.6.8 CounsES INTERNATIONAL CORRESPONDENCE SCHOOLS QPS 
get exactly the same courses as do I. C. 8. pases SOX 4079-C, SCRANTON, PENNA. 7 a pay neta oo ae venti - ryt 
y+ and as w obligation nd me boo » SCRANTON, PENNA. oF obligation, please send me and 
Civilian students—the same courses that — A¢rerusine Maney * * ps A OH ~~ I 4 Wg * * @ Whee ae ete aa ph. a of your boven, “Whe Wine and Why.” sal e partirctare shout the course before whace 1 have bed bed 
more than 5,000,000 ambitious —~s Arennemares Perrern meaning " Tecwnreat AnD WNOUSTRIAL COURSED and full particulars about the course before which 1 have marked x ro TECHNICAL ANO INDUSTRIAL COURSES 
women have so successfully taken dur- Sieuemeasene Genes! Petco oo 3 Bocaes t —_— — 
ing the past pom. | —-, as ected : gocnanen Sadia Moreen! ote of wag ow Oe. 
bs Carcconing Snip Oratan Q D Cotton Menutertering ie ~~4 } yy 
Each three months’ term costs you Sh tnsesetns sy 8 5 ower xe +x ere! Drereing 
only $12, which may be paid all in ed- ScnctEngecens ” —Sesom Eaminamring " iio 
; Wma, Peewee a f —— 
vance or in three payments as you choose re ¢ oy 
Thus, you may study « whole year with “Bectveet Seema f fos Petar 
the 1. C. &. for only $48; but, of course, “eer er 6 


you are never obligated for more than 


{ 


oo000 


ARMED FORCES DEFARTMERT, BOX 1453-N, | C5, SCRANTON, PENNA. 
| em lwterested ir the fettewing course of study Piesse send me full details and on 


Bras Soe 
Nome... ao. Adee Nome 
Course of study 
asia Mate Present Postion. Rtete Preseat Position Oe - 
Conetion + te International (or cependence Betoute . Limited Mentos, Conede Conadian reetdrats soxpen to International Corveapandeare Brhesls Consdion, Limited. Montrral. Comedy Condon ene 
Sail recldoe onnt conpes'ot &. 7h Ringoes, Londen, W.C. 4, Baglend roth restheme seed compen tote. o 71 A imevwey, London € 2. Enatend ae) 
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THE BOSS IS 


“Yessir, that's true! Ever since I enrolled for special == 
training with the | 1 de 
I've been ‘in a class by myself.’ Because every 1. C. S. SPR INGBOAR TO UCCESS 
student is really a one-man class. His classroom is in his I D s ! 
home, and there t slow-pokes or dunces to 

Perr him beck! hemeenanal setuid tutmetient Maxy men today are wsing drafting boards to help win this 

- war! * The International Correspondence Schools 
Courses in Mechanical or Architectural Drafting 


“Maybe that's why it takes only a few months for many 


1. C. S, students to get specialized training that ‘pays out’ have fitted many hundreds of ambitious men 

in promotion or a fatter pay envelope. As a matter of fact, for better jobs in this well-paid field! 

a few weeks after I began studying, my bose noticed the * All LCS. Courses (covering Sadkanetommncompoesios sa eam oad om oe tom oe 

improvement in my work — and, since then, I've been 400 business and technical specialist in some one line of work. mand to fill the best, and highest pey- 

given a more responsible job. subjects) are prepared sl 3 » ing, jobs in business and industry! 
“Right now, of course, there's a terrific shortage of trained a7 Dae pee phan 


authorities, constantly 
revised to meet new devel. 
opments. Yet the com of 1.C. 5S. 
training is surprisingly low. * i's 
not too late for you to start—help #' 
your country, help yourself! Mail 

this coupon today! 4 


men in industry — and if you're as smart as I think you 
are, you'll mark this coupon and mail it, And I don't 
mean tomorrow!” 


now—sound, practical training will ° Right now is the time for you to join 


INTERNATIONAL CORRESPONDENCE SCHOOLS 


wares 


INTERNATIONAL CORRESPONDENCE SCHOOLS 


TEAMS OF SEMWICE TO AMEITIOUS AMERICANS HELPING TO THAIN AMERICANS FOR VicTORY 


INTERNATIONAL CORRESPONDENCE SCHOOLS 


wELPinG ain MERICANS FOR VicTOoRY . 


sor SCRANTON, PENH” COR C18, SCRANTON, FEIN. Gen met, Scaanven, Penna BOX 6648, SCRANTON, PENNA. 
* Without cout or ebligetion, pleare send me 0 copy of your bestler, “Whe Wine * Wites on or obligation, please send me a copy of your booklet, “Who Wins _ Without cow or cbligution, please send me © copy of your boukien, “Whe Wine and Why,” ond full _ Without cost or obligation, please send me a copy ef your booklet, “Who Wins 
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J K L M 


Editor, ADVERTISING AGE, 100 E. Ohio St., Chicago 11 


' 

1 Here are my estimates of the relative standing of the 12 best ICS advertisements of 1943 (indicate selections by writing 1, 2, 3, etc. behind appropriate letters): 
et ee A..... B..... C.... wo. Evo... Fin... G..... H..... J..... Ki... Li... M...... If my selections warrant, have Paul V. Barrett, director of adver- 

1 

1 

I 

a 


tising, International Correspondence Schools, send me free, a copy of the famous ICS Useful Business Tables Handbook. 
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Come On, 
You Armchair 
COPY EXPERTS! 


Here’s a chance to test your 
powers of deduction and ap- 
praisa]l, advertisingly speaking. 

Many a mental wizard in front 
of his own radio at home is a com- 
plete flop in the presence of a Quiz 
Master before a microphone. 

So try this little experiment, 
with the excitement and the con- 
fusion of the broadcasting studio 
removed. 

All coupon advertising of the 
International Correspondence 
Schools of Scranton, Pa. is spe- 
cially keyed. Because of this, it 
is possible to keep an accurate 
record of all returns. 

Each year ICS selects the 12 best 
pieces of copy used, based on 
actual returns, and broadcasts the 
information for the. edification of 
advertising men who like to test 
their ability as judges of good, 
resultful copy. 

Study the 12 ICS advertisements 
on the opposite page. Then refer 
to the coupon below and indicate 
the order of your preference. The 
ae A”  :”6h CS ae | OE 
are used merely to identify the 
various copy units. They have 
nothing to do with its relative 
standing. 

A copy of the famous ICS Book 
of Useful Business Tables will be 
awarded to those submitting the 
100 best answers before midnight, 
Jan. 15, 1944, through the cour- 
tesy of Paul V. Barrett, director 
of advertising of International 
Correspondence Schools. 

There are no strings attached to 
this offer! Correct ratings will 
appear in the Jan. 17 issue of 
ADVERTISING AGE. 


Peck Forms Company 


James O. Peck, formerly direc- 
tor of sales research, promotion 
and advertising for McGraw-Hill 
Publishing Company, New York, 
has formed his own research or- 
ganization. The new company, 
bearing his name, will open offices 
Jan. 3 at 12 E. 41st St., New York. 


Two Named by Stokes 


Walter E. Harvey has_ been 
named vice-president of Joseph 
Stokes Rubber Company, Tren- 
ton, N. J. He is a vice-president 
of Thermoid Company, Trenton, 
which recently acquired Stokes. 
R. H. Temple, secretary-treasurer 
of Thermoid, has been named sec- 
retary of Stokes. 


Appoints Condon 


Harbor Plywood Corporation, 
Hoquiam, Wash., maker of Super- 
Harbord and other plywood prod- 
ucts, has appointed the Condon 
Company, Tacoma, to handle its 
advertising. Trade publications, 
———- and direct mail will be 
used. 


JACKSON © 
MISSISSIPPI | 


“DOUBLE - RETURN" 
MARKET 


Of the New South 


(1) | mag RESULTS — wartime 
Jackson has more people with 
more money. 


(2) LONG RANGE RESULTS — Jack- 
son is among first 6 cities of 
nation most likely to retain war- 
time gains. 


WSLI offers you effective gqverses . 
of Jackson -- Mississippi's ‘‘Double- 
Return" — 130-million dollar Metro- 
politan Market — at less cost. 


BLUE NETWORK 


EED & COMPANY 
TIONAL REPRESENTATIVES 


Eno Promotes Two 


A. S. MacLean has been named 
vice-president and general man- 
ager of J. C. Eno (Canada) Ltd., 
maker of Eno’s fruit salts. J. J. 
Carmichael, who has been with 
the company for the past 12 years 
in accounting and secretarial work, 
has been appointed vice-president 
and treasurer of the organization. 
Mr. MacLean has served in an ex- 
ecutive capacity in the Toronto of- 
fice since his arrival from the par- 
ent company in England a number 
of years ago. 


Gypsum Magazine 


Aids Homeowners 


Chicago, Dec. 28.—Introduced 
this year as a wartime measure to 
assist homeowners in keeping their 
property in good repair, “Popular 
Home” will continue to be circu- 
lated in 1944 throughout the coun- 
try by the United States Gypsum 
Company, building material manu- 
facturer. 

The 16-page, 812x12 inch maga- 
zine is printed in four colors and 
issued eight times a year. It is 


distributed extensively to home- 
owners through dealers, just as the 
company’s magazine, “The Busi- 
ness of Farming,” is among farm- 
ers. It is designed to keep dealers 
and homeowners informed of the 
changes in the building material 
field, to supply them with sugges- 
tions and practical ways of main- 
taining homes in good repair 
despite the lack of some materials, 
and to inform them what materials 
are available. 

The individual dealer can spe- 
cify what U. S. Gypsum product 
he wants to advertise on the inside 


front and inside back covers of 
each issue, as well as any adver- 
tisement he wants on the outside 
back cover, using his own or com- 
pany’s copy, along with his name 
and address. 


Hogren to Hitchcock 


Vincent C. Hogren, formerly ad- 
vertising and sales promotion man- 
ager of Acme Steel Company, Chi- 
cago, has joined the executive staff 
of Hitchcock Publishing Company, 
Chicago, publisher of Machine 
Tool Blue Book and Woodworking 
Digest. 


Raymond Clapper Said It! 


“IF GERMANY COLLAPSES 
WE CAN GO QUICKLY INTO 
AUTOMOBILE PRODUCTION” 


ROBABLY no other city is so favorably 
situated to swing quickly into peace time 


production as Detroit. 


For no other product 


will be in quite such enormous demand as motor 


cars, and Detroit will be ready to supply them. 


Therefore, 


consider Detroit as a focal point 


for advertising, for today and for the future. 


Synonymous, of course with Detroit and _ its 


busyness is its only morning newspaper, 


The 


...., and that’s 
where DETROIT enters the 


Post-War Picture! 


Detroit Free Press. Servicing 380,000 homes in 


the area, it is a great marketing medium for 


today .. . and tomorrow. Right now it is im- 


possible to accept all the advertising you may 


want to place, but this newspaper strives to give 


you every possible 


“break’”’, 


realizing that 


“there'll come a time” when we can accept as 


much space as the Detroit market commands as 


a prime spot in which to sell things. 
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Hikes Ad Rates 


With a new circulation guaran- 
tee of 225,000, American Girl, New 
York, has increased its advertising 
rates from $725 a page to $810, ef- 
fective with the May, 1944, issue 
according to rate card No. 20 just 
issued. Contracts received before 
March 15 will earn rates listed in 
card No. 19A for insertions sched- 
uled through the December, 1944 
issue. The page size of the maga- 
zine has been reduced 3/16 of an 
inch to 10 inches. 


Practical Help 
fo Business Is 


CED's Big “44 Job 


Work of Action 
Commitees Told 
by C. S. Fletcher 


New York, Dec. 30.—The Com- 
mittee for Economic Development’s 
most urgent task in 1944 will be 
to make available to the nation’s 
2,000,000 business employers the 
best managerial science, imagina- 
tion and know-how, in such prac- 
tical form that it can be applied 
effectively to their own postwar 
planning problems, C. Scott 
Fletcher, director, CED’s field de- 
velopment division, said here this 
week. 

He skimmed over the CED’s 
most pressing job in 1943, which 
was to organize business men at 


the community level to study con- 
ditions in their own localities and 
in their own businesses and to 
take responsibility for devising 
bold plans for reducing postwar 
unemployment to the “bedrock 
minimum.” 

“Our research division advises 
us that 55,000,000 postwar civilian 
jobs in business, agriculture and 
government producing $142,000,- 
000,000 of goods and services is a 
reasonable and achievable goal to 
aim at,” he said. “Compare that 
with 46,000,000 and $97,000,000,- 
000 in 1942, our banner peace- 
time year hitherto, and one can 
appreciate the size of the job 
which confronts America in the 
postwar period,’ Mr. Fletcher 
added. 


Lists Major Functions 


CED’s new program is based on 
the fact that there are six major 
functions or aspects of postwar 
planning to be undertaken by an 
industrial or manufacturing firm. 
These functions are: 

1. Organization of the firm’s 
over-all planning program, includ- 
ing the defining and placing of 
responsibility in such a way that 


of victory. 


POPULA 
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? 
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* * Many manufacturers are preparing for the day of 
peace although they can not forecast its date. Not only 
are they planning the conversion of their facilities from 
wartime to peacetime goods but they are designing im- 
proved and new products. 


* * Readers of Popular Mechanics are constantly looking 
for ““What’s new” in material, equipment and appliances 
for both their homes and their businesses. They find these 
new and better things and methods both in the editorial 
and the advertising pages of Popular Mechanics. 


* * Alert manufacturers are using the advertising pages of 
Popular Mechanics to assure themselves of a market for 
the postwar goods they plan to make. It is low cost insur- 
ance, too, Whether you use one page or twelve, the cost is 
less than a dollar and a quarter per page per thousand. 


* * It is not too early to tell the readers of Popular 
Mechanics what preparations you are making for the day 
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it will not interfere with war 
work. 

2. Analysis of products, their 
reaesign, or the addition ot new 
products. 

3. Analysis of markets, and the 
planning of sales and advertising 
programs. 

4. Planning for production fa- 
cilities required to produce ex- 
panded postwar volume. 

5. Estimate of number of em- 
ployes needed for expanded post- 
war volume and the necessary 
employe training program. 

6. Analysis of financial require- 
ments for reconversion and expan- 
sion for postwar business. 

The advisory committee formed 
from the country’s leading experts 
in these fields will make available 
specialized knowledge to help 
business, particularly the medium- 
size to smaller firms employing 
100 or more persons, to tackle the 
job of planning for expanded pro- 
duction and employment after the 
war. 

This material will be passed 
along through the 1,100 local CED 
committees, as fast as it is ready, 
to the 2,000,000 individual business 
firms CED is seeking to stimulate. 


Supplements Local Action 


In addition to their advisory 
function, several of these commit- 
tees are engaging in an action pro- 
gram to stimulate various sections 
of business through national chan- 
nels. This national action program 
is supplementary to activities of 
the local committees which are the 
backbone of the CED movement. 
A full list of the national action 
and advisory committees and the 
work they are doing follows: 

1. Consulting management engi- 
neers committee is preparing a 
handbook for distribution late in 
January entitled “Planning the 
Future of Your Business,” cover- 
ing the six fundamental functions 
of planning for more peacetime 
jobs and higher production. 

2. Marketing committee is pre- 


atUpe 


paring a detailed analysis of post- 
war markets for 400 to 600 dif- 
ferent commodities, based on a na- 
tional level of production up to 
$142,000,000,000. 

.3. New materials, processes and 
designs committee is preparing im- 
portant facts about new materials 
and processes to stimulate manu- 
facturers to make goods that will 
look better, work better and sell 
for less. 

4. Postwar personnel committee 
has prepared an outline for a sales 
training program to prepare busi- 
ness for the job of distributing 
substantially expanded postwar 
production. 

5. Sales executives’ clubs are 
staging in January a series of 
meetings in 56 cities to stimulate 
planning to meet postwar sales 
personnel problems. 

6. Manufacturing committee is 
readying a special program of in- 
tensive nature to stimulate manu- 
facturers to make their maximum 
contribution to expanded postwar 
production and employment. 

7. Trade association committee is 
undertaking a national action pro- 
gram to assist all trade associations 
to tie in their plans with CED for 
stimulating planning on an indus- 
try-by-industry basis. 

8. The Four A’s is engaged in 
a program to stimulate all adver- 
tising agencies to prepare now for 
the part they will play in helping 
to sell the expanded peacetime 
production of industry. 

9. Advertising Federation of 
America is organizing a program 
to stimulate all branches of adver- 
tising. especially on the commu- 
nity level, to play their part in 
helping business to reach its post- 
war sales goal. 


Name Representative 
Modern Stationer, Modern Re- 

tailing and Directoria Pan-Ameri- 

cano, New York, have appointed 


Reinig & Shondell, Chicago, as 
their representative. 


Not Just 
Bat 


| iy ITSELF the Diesel engine is 
merely one part of a Diesel 
installation. There are hundreds, 
in some cases thousands of sup- 
plementary parts and items of 
auxiliary equipment, such as— 
piping», . . vibration eliminators 
. pumps... generators ... 
wire ... piston rings . . . motors 
. .. switchboards ... valves... 
gauges ... pyrometers . . . tanks 
oss Oats... . Ges. s A 
and-1 others. 
The number of Diesel installa- 


at streamliner speed in—trains 
. .. power plants .. . vessels of 
all sizes ... mines .. . factories 
. buses . . . trucks . . . every- 
where that cheap, reliable power 
is required. 
You can have your share of this 
ever growing “Diesel Market” by 


“Marine 


Plus 1.000-and-I1 Accessories 


tions themselves is leaping ahead — 


be sold in the “Diesel Market”, A.B.C. Statements for both 
magazines and sample copies. Be sure at the same time to 
ask us about space in the new editions of the “Diesel En- 
gineering 
book’’ and the 


Handbook”, of 
which more than 
A 30,000 copies have 
Mabeen printed. 


Engines Alone 


¢ 


telling your story in the adver- 
tising pages of the only A.B.C, 
magazines published for the Die- 
sel industry: 


MOTORSHIP 
(Established 1916) 


DIESEL POWER & DIESEL 
TRANSPORTATION 
(Established 1923) 


If you will write we will gladly 
send you a list of the products to 


Hand- 


Diesel 


H¢ 
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* Jameson key distribution centers. 
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idvertising Age, 


HOME FRONT BOOSTER 


anuary 3, 1944 


for o buy youll be glad you made 


‘Croex GALLAGH ER« BURTONS 


CARRY YOUR 
OWN N BUNDLES 


corte vooe vost (A 


Mr. Gaftagher: “I see you carry your oun bundles same av | do Butt 
omnes happen to be carrying something special se you better come my wey” 
Me. Berton: “Callagher & Burton's? Yes sir!— all's well™ 


Join worth waiting for? You pro! 
privilege and a pleasure to carry ably already know; if not, let your 
4 first sip of Gallagher & Burton's 


dystilling fecilines are engaged ex- 
clasively in war production But if 
vou keep asking for it, you're sure 
to get it hefore tomorrow and alw 

oP. A. CERING PRICES POR THIS CITY 0.00 4/3 GT. "20.00 pit 


GALLAGHER + BURTON'S 
Lab wre 


centary, Gallagher & Burton's is « 
whiskey you c con Spend on ts 


—_ 


William Jameson & Co. gets behind one 
of the government drives in this Galla- 
gher & Burton advertisement, one of a 
new series which is appearing in all 
The 
“carry your own" theme, worked in with 
the G & B slogan, " . and all's well," 
will be repeated periodically. 


Dailies’ Role 


in Salvage Drive 
Told by Bureau 


New York, Dec. 30.—More than 
120,000,000 pounds of waste cook- 
ing fat have been salvaged by 
housewives since the fats salvage 
drive started in July, 1942, it was 
revealed here yesterday in an 
“Advertising Facts” folder issued 
by the Bureau of Advertising, 
American Newspaper Publishers 
Association. 

In tracing the role that news- 
paper advertising has played as 
the chief means of communicating 
the nation’s needs to housewives, 
the Bureau’s folder shows the de- 
velopment of the fats salvage cam- 
paign from schedules in 415 news- 
papers to schedules in every Eng- 
lish language newspaper in the 
country. Insertions, it is pointed 
out, have for the most part been 
on a once-a-week basis. 

Citing the effectiveness of this 
advertising, the Bureau quotes the 
findings of the fats salvage com- 
mittee’s survey, which shows that 
96% of American women know 
the government wants waste fat 
and that 52% of them have turned 
in fat since the advertising began. 

Although the 120,000,000 pounds 
of fat already collected have 
greatly aided the war effort by 
supplying glycerine for explosives 
and medicines, housewives. will 
have to double their present con- 
tributions to meet the drive’s 
newly-announced goal of 230,000,- 
000 pounds a year, the Bureau 
points out. 


Whose trade mark is this? 


If you'll write Collins, Miller 
& Hutchings, Inc., Photo- 
engravers, 207 N. Michigan 
Ave., or phone FRAnklin 

5854, we will tell you. « 


Watertown, 


Dairy Group Names D&B 


Davis & Beaven, Los Angeles, 
has been appointed to handle the 
advertising of the Challenge Cream 
and Butter Association, coopera- 
tive of 37,000 Pacific Coast dairy- 
men. 


‘| Names O’Connell Agency 


Watertown Mfg. Company, 
Conn., molder of 
plastics, has appointed R. T. 
O’Connell Company, New York, to 
handle its advertising. 


Gravure Sections 
Cut to Tabloid 


New York, Dec. 29.—The Wash- 


ington Star and the Buffalo 
Courier-Express, both members of 
the Metropolitan Sunday News- 
papers gravure group, will change 
their gravure picture sections to 
tabloid size on Jan. 1. The Cleve- 
land Plain Dealer will switch its 
gravure section to tabloid size 
Feb. 6. 

Includ ng the three new addi- 


tions to the tabloid format, 12 of 
the Metropolitan Group newspa- 
pers’ gravure picture sections will 
be published in the 1,000-line size. 
Of these 12 tabloid-size picture 
sections, 11 will carry color, the 
only exception being the Seattle 
Times. 

“In these 11 tabloid page gra- 
vure picture sections, a 1,000-line 
advertisement in color or mono- 
tone occupies a full page,” W. E. 
Hosac, president of the group, ex- 
plained. 

Tabloid page gravure picture 
sections which accept color adver- 


tising are now published by the 
following papers: Boston Globe, 
Chicago Tribune, Detroit News, 
New York News, Philadelphia In- 
quirer, Pittsburgh Press, St. Louis 
Globe-Democrat, and St. Paul 
Pioneer Press. 


Graybar Names Hoyt 


Charles W. Hoyt Co., New York 
agency, has been named to handle 
the advertising of Western Electric 
hearing aids, including “telephone 
‘and electronic” types, distributed 
nationally by Graybar Electric 
Company, New York. 
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Poultry 


TRIBUNE - 


Mount Morris, Illinois 
AMERICA’S LEADING POULTRY FARM MAGAZINE 


500,000 ABC Circulation. Member Agricultural Publishers’ Association 


outing TRIBUNE 


does the Job 
in Plugging that 


:2000000000 HOLE” 
in any Farm Paper Schedule! 


SPY my : 


*You can't afford to overlook the Two 
Billion Dollar Poultry Market in planning 
your Farm Paper Schedule. Any branch of 
farming whose gross income exceeds that 
of all grains deserves a liberal share of 
your appropriation. 

Remember, too, that Poultry Raising is the 
most highly mechanized type of farming. 
On all farms where Poultry is raised, 
“Every day is pay day.” 


Tribune serves this Two 


Billion Dollar Market with 
500,000 ABC Circulation. 
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Allan Elected V. P. 


P. E. Allan, general sales mana- 
ger of the Associated Division, Tide 
Water Associated Oil Company, 
San Francisco, has been elected a 
vice-president of the company. 


Chouinard to Field's 


Carroll Chouinard, formerly di- 
rector of public relations of the 
University of Nebraska, has been 
named director of public relations 
of Marshall Field & Co., Chicago. 


STRIPS FOR 
ACTION! 


For ELEVEN YEARS we have 
specialized in the production 
of continuity strips and car- 
toon artwork for leading ad- 
vertisers and agencies— 


Johnstone & Cushing 
155 East 44 Street, New York City 
MuUrray Hill 2-6236 


Goodyear Moves 
fo CBS; Auto-Life 
Takes Full NBC 


P&G Leads Renewals 
on CBS with Five 
Network Shows 


New York, Dec. 29.—One net- 
work sponsor will shortly drop its 
NBC program and move over to 
CBS with an entirely new show, 
while another has taken over the 
vacated NBC spot to make its 
debut as a full-network radio ad- 
vertiser. 

The sponsor moving from NBC 
to CBS is Goodyear Tire & Rub- 
ber Company, Akron, which will 
air its final NBC half-hour broad- 
cast of “Salute to Youth,” featur- 
ing Raymond Paige and his or- 
chestra, on Jan. 11. Beginnine 
Feb. 6, the same company will 


sponsor a new series of dramatic 
programs over the CBS network. 
This program, to be heard Thurs- 
days from 8 to 8:30 p. m., EWT, 
will headline cinema star Walter 
Pidgeon and feature guest stars 
each week. Young & Rubicam is 
the agency. 

Beginning Jan. 18, Electric Auto- 
Lite Company, Toledo, will take 
over the Tuesday 7:30 to 8 p. m. 
NBC network spot vacated by 
Goodyear to present a new pro- 
gram titled “Everything for the 
Boys,” which will feature another 
Hollywood star, Ronald Colman. 
This program will reach American 
servicemen abroad via shortwave. 
They will be asked what they 
would best like to hear, with the 
show attempting to oblige, whether 
the request is for a song or the 
nostalgic noise a soldier may asso- 
ciate with his own home town or 
favorite street corner. Ruthrauff 
& Ryan is the agency. 


Nine Renew CBS Shows 


Nine clients have renewed 13 
separate programs over CBS, six 
of which are broadcast over the 
full network. 

Procter & Gamble, a CBS adver- 
tiser since 1929, has renewed “The 
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Goldbergs,” for Duz; “Life Can 
Be Beautiful,” for Ivory soap; 
“Ma Perkins,” for Oxydol; “Ber- 
nadine Flynn News,” for Ivory 
flakes and Crisco; and “Perry Ma- 
son” for Camay soap and Ivory 
flakes. Agencies involved are 
Blackett-Sample-Hummert, Pedlar 
& Ryan and Compton Advertising. 
William Wrigley Jr. Company 
has renewed “The First Line,” a 
half-hour show, through Arthur 
Meyerhoff & Co. This program is 
assigned to the U. S. Navy, while 
the other two Wrigley programs 
heard on full networks are also 
dedicated to the war effort. 

The “Lux Radio Theater” has 
been renewed over the full net- 
work by Lever Brothers Com- 
pany through J. Walter Thompson 
Company. The same company also 
sponsors two other full CBS net- 
work shows. 

R. J. Reynolds Tobacco Com- 
pany has renewed one of its three 
full network programs, “‘Thanks to 
the Yanks,” for Camel cigarets, 
with William Esty & Co. the 
agency. 

Sponsored as the first coast-to- 
coast network campaign by any 
textile manufacturer, Celanese 
Corporation of America has re- 
newed “Great Moments in Music,” 
which made its debut in January, 
1942. Young & Rubicam handles 
the account. 

Another full-network program, 
“Big Town,” has been renewed by 
Ironized Yeast Company, via 
Ruthrauff & Ryan, and Curtiss 
Candy Company has_ renewed 
“Warren Sweeney — News,” the 
sixth of the full-network renewals. 
C. L. Miller Company is the Cur- 
tiss agency. 

Another CBS news program 
signed for the new season is “Bill 
Henry—News” sponsored |by 
Johns-Manville Corporation five 
times weekly, through J. Walter 
Thompson Company. International 
Silver Company has renewed “‘Sil- 
ver Theater,” carried by 60 CBS 
stations every Sunday, through 
Young & Rubicam. 


Sinclair Renews 


Sinclair Refining Company has 
renewed Arthur Hale’s “Confiden- 
tially Yours,” over 125 Mutual 
stations, effective Jan. 4. At that 
time the program will be heard 
three times weekly from 8 to 8:15 
p. m., EWT, switching from its 
7:45 to 6 p. m. spot. The same 
program, sponsored by Richfield 
Oil Corporation, will retain its old 
time of Tuesdays, Thursdays and 
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Saturdays, 7:30 to 7:45 p. m., EWT, 
over 25 Mutual stations. Hixson- 
O’Donnell Advertising, New York, 
handles both accounts. 


Wilson Renews Ward 


Wilson Sporting Goods Company 
has renewed Arch Ward sports 
commentator, for an additional 13 
weeks at a new time, Wednesdays, 
10:15 to 10:30 p. m., EWT, over the 
Mutual network, effective Jan. 19. 
The new time period goes into 
effect Jan. 5. United States Adver- 
tising Corporation is the agency. 


B. T. Babbitt Renews 


B. T. Babbitt, Inc., has renewed 
two NBC dramatic programs, 
“Lora Lawton,” heard Mondays 
through Fridays at 10 to 10:15 
a. m., EWT, and “David Harum,” 
heard the same days from 11:45 
a. m. to 12 noon. Renewals are 
effective Jan. 17 for 52 weeks. 
Duane Jones Company, New York, 
is the agency. 


SB Renews Two 


Standard Brands, Inc., has re- 
newed the Edgar Bergen-Charlie 
McCarthy program for 52 weeks 
over the NBC network, effective 
Jan. 2, through J. Walter Thomp- 
son Company. The same sponsor 
has also renewed “One Man’s 
Family” on the same network for 
52 weeks, beginning Jan. 2, 
through Kenyon & Eckhardt. 


Signs ‘Counterspy’ 


Mailpouch Tobacco Company has 
started broadcasting a Phillips H. 
Lord adventure series, “Counter- 
spy,” over a Blue Network lineup 
at 9 to 9:30 p. m., EWT, Mondays 
effective Dec. 27. 


Buys New Program 


Coronet has contracted for a new 
five-minute program over 72 sta- 
tion of the Blue Network from 
9:55 to 10 p. m., EWT, Mondays 
through Fridays, starting Jan. 24. 
Nature of the program has not yet 
been determined. Schwimmer & 
Scott, Chicago, is the agency. 


Adds 18 Stations 


J. B. Williams Company has 
added 18. stations to its CBS line- 
up for “William L. Shirer and the 
News,” making a total of 64 out- 
lets carrying the program, which 
is heard Sundays from 7 to 7:15 
p.m., EWT. J. Walter Thompson 
Company is the agency. 


age of this ever desirable market. 


A RICH MARKET THAT’S 


“AT HOME” 


TO YOUR STORY 


Today sx» Tomorrow! 


@Pantagraph LAND farms—8,850 of them (averaging 190.8 acres each)— 
topped the highest production goals in their history in 1943. Farm income 
likewise hit an all-time high. And it’s going higher! 
goals have been upped—all along the line. In McLean County alone, extra 
acres worth over 1.3 million dollars will be planted to meet 1944 quotas. 
Pantagraph LAND wealth is anchored in its fertile soil. That’s why the 
men and women who control its purchasing power make up a fixed, con- 
stant market—a market that is “at home” to your story Today and Tomor- 
row! The Daily Pantagraph with 84% coverage of McLean County, 71% 
coverage of the Primary Trading Zone stands first—in fact, alone—in cover- 


Because 1944 farm 


LAND. 


em 
(NDUSTRIAL ™ 


BLOOMINGTON, ILLINOIS 
Established 1846 


Gilman, Nicoll & Ruthman, National Advertising Representatives 
New York—Boston—Philadelphia—Chicago—San Francisco 
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R. C. Duncan Company, Valdura 
paint distributor in Minneapolis, is 
licking its paper container shortage 
by sending out small orders in pa- 
per flour bags. They’re either mis- 
prints or seconds, as far as the 
flour companies are concerned, but 
make first-rate bags for the paint 
supply house. 

* * ” 


Less than 7% of the plants in 
the bottled soft drink industry 
have been forced to close down 
because of the war. The National 
Bottlers’ Gazette reports that this 
mortality represents about 350 
plants, with the peacetime total at 
6,500 operating establishments. 

a sd oe 


Movement of salvaged waste pa- 
per from homes to waste dealers 
to the mills is so complicated on a 
nationwide basis that the ANPA 
Victory Waste Paper Committee 
this week decided not to issue a re- 
port on waste paper collections for 
December, the first month of the 


YOU PAY ANY way! 


mg Whether you realize it or not, 
you pay for good printing, en- 
graving, or ad-setting even if 
you don’t get it... You pay for 
it with the business you FAIL to 
secure when your advertising 
doesn't bring the desired results 
..You pay in many other ways 
not included in the invoice... 
Since you must pay anyway, 
why not insist upon the BEST in 
the FIRST place—thus saving 
considerable TIME, TROUBLE and 
MONEY... Years of experience 
serving important advertising 
agencies and commercial con- 
cerns is at your command 
when you call FAITHORN. Our 
COMPLETE SERVICE—everything 
under ONE roof—is sure to help 
YOU. Let us demonstrate the value 
of this service on your next job. 
Simply phone Wabash 7820. 


Exceptionally well fitted to submit ideas, 
make layouts, prepare sketches and draw- 
ings—through every step of production. 


FITTING SHOES FOR 


Scnsilve Foet 


The production 


requirements of 
this advertise- 
ment were pre- 
pared by the 
Faithorn Corp. 
for the Scholl 
Mig. Company. 


& 
ae 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


15 A SPECIALIZED SCrENCE 
6 EVERY OF SCHOLL SHOF 


You can use one or all—just as you wish. 
but all are here, ready to serve you. 
Spoed—economy—satisfaction eauused. 


FAITHORN 


Telephone Wabash 7820 
504 SHERMAN STREET 
CHICAGO 


DAY AND NIGHT SERVICE 


all-out drive backed by the daily 
newspapers of the country. It was 
hoped to use figures of salvaged 
paper tonnage received at the 
board mills as compared with 
similar receipts a year ago, but 
this was not found to be possible. 
The drive, however, is progressing 
satisfactorily. In Cincinnati, the 
dailies there last Sunday and Mon- 
day picked up at the curb 2,400,- 


000 pounds of waste paper, the re- 
sult of an appeal to save Christmas 
gift wrappings. 

m % a 


Postwar style planning in the 
furniture industry will go on dis- 
play when a segment of the indus- 
try stages a “Furniture Ideas for 
Postwar Homes” exhibit Jan. 12-19 
at Grand Rapids, Mich., one of the 
country’s furniture production 
centers. 

* * * 

A new advertising agency will 
enter the Philadelphia field when 
Tom LaBrum resigns as assistant 


to Publisher J. David Stern of the! 


Philadelphia Record to join in an 
agency partnership with Kent 
Hanson, former advertising man- 
ager of the old Evening Ledger. 

Oo * cs 


Among the maze of new postwar 
gadgets which Sears, Roebuck & 
Co. will feature in its catalog come 
peace, is a portable home air con- 
ditioner guaranteed to drop the 
temperature to a nice, cool, com- 
fortable degree, and to make the 
hottest of indoor weather quite 
bearable. 


Boaz Joins ‘Parade’ 

Alfred J. Boaz, formerly with 
Crowell-Collier and before that 
for 13 years with McCall Corpora- 
tion, has joined the advertising 
staff of Parade, New York. He 
will cover the Detroit territory 
and will shortly open an office in 
that city. 


Street & Smith Moves 


After 38 years at 79 Seventh 
Ave., Street & Smith Publications, 


Inc., has moved to the Chanin 
building, 122 E. 42nd St., New 
York 17. 


There's 


21 BROOKLINE AVENUE, BOSTON 15, MASS. 


HERE'S impact 


where it will do the most good 
—the concentrated force of a 
blow aimed directly at the object 
— not diffused and weakened by 
aiming at too many places at once. 

For in every one of the twenty 
best markets of New England, there 
is a Yankee Network hometown 
station. It gives you on-the-spot 
coverage of each of these urban 
markets and their suburban areas. 


mash in 
YANKEES LOCAL IMPACT/ 


that counts 


Member of the Mutual Broadcasting System 


No wasted shots. Every shot 
goes home —to all the homes 
within the service area of the 
hometown station. 

You can't miss. You take in the 
entire dealer set-up and consumer 
market throughout New England. 
You get the same smashing im- 
pact everywhere — and a much 
greater impact for New England 
as a whole than you can possibly 
get in any other way. 


THE YANKEE NETWORK, wc. 


EDWARD PETRY & CO.., INC., Exclusive National Sales Representative 


at war 
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Wade Heads Craftsmen 


Starr L. Wade, sales promotion 
manager of the Whitaker Paper 
Company, has been elected presi- 
dent of the Detroit Club of Print- 
ing House Craftsmen. Others 
elected were: George Lorentzen, 
Gregory, Mayer & Thom Co., first 
vice-president; Clarence Bancraft, 
Helm Bindery, second vice-presi- 
dent and membership chairman; 
Al Schenkleberg, Detroit Ordnance 
District, secretary; John Fisher, 
Reardon Parshall, treasurer; 
Albert Sattler, Highland Park 
School, educational chairman, and 
Sam Aaron, Michigan Typesetting 
Company, editor of “Craftopics.” 


Joins Loose-Wiles 

Hector Lazo, formerly assistant 
director of the Board of Economic 
Warfare and administrator of ex- 
port control, has joined the execu- 
tive staff of Loose-Wiles Biscuit 
Company, New York. 


HELP WANTED 

Circulation manager with experience in both 
romotion and subscription fulfillment. Prefer 

een 30 and 45 years of age. State age, 
experience, present salary, salary expected, 
family dependents. Particularly wish a person 
who will work hard, has organizing ability, 
and sepedty for Sg | jobs done. Box 448), 
gore sing Age, 330 W. 42nd St., New York, 


Schick Clinics 
Help Retailers 


Win New Business 


New York, Dec. 29.—In addition 
to extensive consumer advertis- 


ing, Schick Shaver Service has 
established clinics to keep Schick 
electric razors now in use in tip- 
top condition and to give the re- 
tailer an opportunity for a promo- 
tion that wins volume store traffic. 

This cooperative campaign with 
the retailer is based on the Schick 
service offered by the 35 American 
and two Canadian service stations 
located in downtown business sec- 
tions of key cities. The clinics 
were instituted to bring this fac- 
tory service to many more locali- 
ties. 

Factory-trained men and factory 
equipment are installed in the re- 
tailers’ stores which operate as 
clinics for two or three days. Dam- 
aged parts are replaced at regular 


»| prices, and servicing kits and other 


accessories to keep shavers tuned 
up furnish another source of in- 
come for the retailer. 

Schick has continued steady use 
of Collier’s, Life and The Satur- 
day Evening Post, stressing the 
care of the Schick Shaver for a 
lifetime of perfect service, and 


-| keeping the name of the company 


fresh in the mind of the customer, 
ready for postwar sales. 

The clinics, in the same manner, 
keep past customers lined up for 
future trade by having them aware 
of the retail outlet that supplied 
the shaver originally and con- 
tinues its interest through service. 

Arthur Kudner, Inc., handles 
the account. 


DeCastro Adds Duties 


Allen deCastro, manager of the 
Latin American bureau of Mutual 
Broadcasting Sysem, who has been 
engaged in development of the 
Mutual Daytime Playhouse, has 
assumed additional duties as com- 
mercial program director. In this 
newly created office, Mr. deCastro 
will be responsible for servicing 
the sales department on show ideas 
and programs for commercial sale. 


‘Sun’ Names Whitaker 


Ralph H. Whitaker, formerly on 
the staff of Ladies’ Home Journal, 
New York, has been named eastern 
advertising manager of the Chi- 
cago Sun, effective Jan. 17. He 
will make his headquarters in the 
new office to be opened by the Sun 
at 250 Park Ave., New York, and 
will cooperate with The Branham 
Company, which represents the 
— exclusively in the national 
field. 


*Reach for a space order instead of a 
dictionary 
Diplopia (di-plo-pi-a) Double vision 
of a single object 


CIRCULATION 


1940 
CITY and Cy 
NEWSPAPER Population 

Ames Tribune (B) 12.585 
Atlantic News Telegraph (8) $802 
Boone News Republican (B) 12373 
*Burlington Hawk Eye Gazette (LB) 42 000 
*Cedar Rapids Gazette (B) 63240 
Centerville loweqian & Citizen 64)) 
Charles City Press (B) 868) 
Cherokee Times & Chief (8) 7 469 


*Chnton Herald (B) 
Council Blutts Nonpare:! (LB) 
Creston News Advertuer (LB) 6033 

**Davenport Democrat (LB)| 
*Davenport Tunes / 

t*Dubuque Telegraph Herald (LB) 
Fawheld Ledger (8) 6 708 
Ft. Dodge Messenger & Chromcle (B) 
lows City Press Conzen (B) 


"Keokuk Gate City (LB) 16 000 
Marshalltown Tumes Republican (B) 20.204 
“Mason City Globe Gazette (B) 27.070 
Mt Pleasant News $500 
“Muscatine journal (B) 16286 
Netede lourne! (LB) 3333 
Oviwemn Requster (B) 7990 
Oskalooss Herald (B) 11.024 
Ottumwe Couner (B) 31.570 
Shenandoah Sentine! (B) 6.859 
t*Srous City Journal Tribune (LB) 67.791 
Washington journal $227 
t*Waterloe Courter (B) 65.387 
Webster City Freeman Journal (B) 67" 
(Monday and Thursdey) 67 


tPublished Sundey also 

BDA Beer A 

{LB)Accepts Liquor and Beer Adverusements 
*Conmderable out of state curculetion 


MERCHANDISABLE ——— 


It’s not DIPLOPIA“ 
IT’S 


MERCHANDISABLE 
™ ADVERTISING 


@ Your advertising does double duty 
| when you place it through 31 local daily 
P— newspapers of the Iowa Daily Press 


Association. Not only do you create 
consumer demand for your products 


CIRCULATION 

Av. Daily Net Paid 
May 194) 

crry TOTAL 
2.542 4586 
1 469 $750 
3074 4800 
9618 e774 
19199 45.020 
1791 $995 
2.019 4150 
1180 $0i7 
7807 19673 
192 18 354 
1004 467) 
30.275 +6408 
11142 33.$20 
1625 4617 
$68! 14731 
4400 e475 
4000 7180 
4668 11.543 
716! 19.160 
1.223 3.200 
4920 64 
mu 46 
1873 3.702 
2691 6.220 
$231 16449 
1.500 3.960 
23.403 755% 
1.245 3621 
16.38) 39.627 
1907 $387 
1.907 $.387 
197.182 49467) 


IOWA DAILY PRES 


and services, but you also win DEAL- 
ER COOPERATION ...and both jobs 
are done with the thoroughness, direct- 
ness, and force that only a local daily 
newspaper can offer. In 30 dominant 
markets in Iowa... the rich, stable and 
responsive state ... you reach 454,673 
families who are in the habit of buying 
what they want and need. This is 
MERCHANDISABLE ADVERTIS- 
ING, hard-working, persuasive, pro- 
ductive... ideal for merchandising now 
and for post-war sales development too. 


434,673 


MERCHANDISABLE 
DAILY CIRCULATION 
in 30 dominant markets 
served by 31 local daily papers 


cash with order. All 


The Advertising Market Place 


The rates for this department are as follows: “Help Wanted,” 
“Positions Wanted,” “Representatives Wanted,” and “Represen- 
tatives Available,” 30 cents a line, minimum charge $1. 
other classifications (single insertion 
rates): % in., $2.75; 1 to 3 in., $4.75 per inch. 


Terms 


MISCELLANEOUS 


HELP WANTED 


Order “Krom-a-Tone” post cards to- 
day. Newest, most economical way 
to display any product. Samples 
and prices on request. Graphic Arts 
a” Service, Box 365, Hamilton, 
Ohio. 


POSITIONS WANTED 


Advertising Salesman, New York 
representative; magazine, trade 
journal, commercial experience, wide 
contacts, suecessful sales record; 
references. 

Box 4478, ADVERTISING AGE 
330 W. 42nd St.. New York City, 18 


HELP WANTED 


ADVERTISING ARTIST. Establish- 
ed, growing, creative advertising- 
printing plant wants artist for 
permanent job with advancement 
opportunities (not temporary draf- 
tee replacement). Man should be 
draft-exempt; able to do lettering 
and finished art for reproduction. 
Creative layout and design ability 
also an advantage. Congenial work- 
ing conditions. Send samples and 
state salary required. 
STEWART-SIMMONS COMPANY 
Waterloo, Iowa 


Advertising Salesman by ABC trade 
paper for Chicago territory. One 
who can combine promotion and 
sales work. Knowledge of food field 
helpful. Write giving age, experi- 
ence and salary required. 


George Williams 
COMMERCIAL PERSONNEL 
Advertising & Publishing Positions 
209 S. State St. — Chicago, Ill. 


EXECUTIVE 
Position as Controller open in me- 
dium sized Printing and Publishing 
House in large city upper South. 
Must be over draft age but not over 
forty-five. Prefer man with print- 
ing and publishing experience. Must 
be industrious with a liking for de- 
tails and be able to get along with 
people. Give employment history, 
references and salary expected. 
Box 4479, ADVERTISING AGE 

330 W. 42nd St., New York City, 18 


POSITIONS OPEN 
We specialize in advertising person- 
nel, male and female. Positions now 
available with advertisers, agencies, 
publishers and in radio. Transac- 
tions confidential. No registration 


fee. 
FRED MASTERSON 


Sinclair Masterson Personnel 
310 S. Michigan Avenue, Chicago, Ill. 


REPRESENTATIVE AVAILABLE 


HAROLD L. STUART 
Publishers’ Representative 


Room 523—1836 Euclid Ave. 


Plans Publicity Drive 


Liquefied Petroleum Gas Asso- 
ciation has voted to sponsor a cam- 
paign of consumer’ education 
through publicity to supplement 
the advertising now being directed 
by individual company members. 
Lawrence H. Sells Organization, 
Chicago, has been named to direct 
the program. 

The association is comprised of 
producers and distributors of LP- 
Gas, which is sold under a dozen 
or more trade and advertised 
brands, and manufacturers of 
cylinders, tanks, utilization equip- 
ment and gas appliances. The in- 
dustry furnishes service to consum- 
ers who live in places away from 
gas mains. E. Carl Sorby, vice- 
president of the George D. Roper 
Corporation, Rockford, II1., is chair- 
man is of the association’s publicity 
committee. 


Box 4480, ADVERTISING AGE a ee 
100 E, Ohio St., Chicago, 11 
Liquefied Gas Group Chevrolet Uses Mail 


A direct mail educational pro- 
gram addressed to approximately 
half a million truck operators has 
been launched by Chevrolet deal- 
ers. Nine monthly mailings, be- 
sides an introductory letter from 
the Chevrolet central office, De- 
troit, are scheduled. The pieces 
contain “self-service” advice and 
information on how to conserve 
the life of the vehicles. 


McCarty Opens Branch 


McCarty Company, Los Angeles 
and San Francisco agency, has 
opened an office in the Koppers 
building, Pittsburgh. R. S. Reed 
Jr., formerly advertising manager 
of Pittsburgh Equitable Motor 
Company and Merco Nordstrom 
Valve Company, has been named 
manager of the new office, which 
will handle the accounts of these 
two companies. 


much better 
to be inside. 


Top teams receive “Bowl” invitations. When it comes to 
“Bowl” selections of markets, WTAG draws the assignment in 
Central New England. Advertisers know this station as the one 


sure way to score in the Worcester market of over 500 different 


industries. 


special events in the area. 


Time— 
You Buy 
ra An Audience 


TAG 


woRCceEsTER 


Pa 


Strong in every position? Yes, WTAG both demands and 
commands the audience — with news, the only Central N. E. 
station with complete local news coverage — with stronger field 
intensity and therefore greater coverage — with the CBS array 
of entertainment, and with the audience dependency for all 


BASIC 
COLUMBIA 


PAUL H. RAYMER CO. 
National Sales 
Representatives 

Associated with the 
Worcester 
Telegram-Gazette 
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Lee Anna Champlain Jr., assist- 
aut to Walter S. Chittick Jr., of 
Harry P. Bridge Company, Phila- 
delphia agency, has joined the Wac 
and is taking her basic training at 
Fi. Oglethorpe, Ga. 

Alberta Stutsman, two-term 
president of the Women’s Adver- 
tising Club of Detroit, has resigned 
as manager of direct mail and sales 
promotion of the Detroit agency 
for Massachusetts Mutual Life, and 
has joined the Marine Corps wo- 
men’s reserve. 


George Boller, assistant to the 
vice-president of R. R. Donnelley 
& Sons, Chicago, before joining 
the Army, has been promoted to 
the rank of major. Maj. Boller, 
attached to a signal company as- 
signed to the air force, has taken 
over the duties of security officer 
of his unit. Since his arrival over- 
seas he has served as liaison officer 
with the RAF and the British Air 
Ministry. 

Four former Chicago Tribune ad 
men who have received decora- 
tions are: Lt. Charles Shanley, 
bombardier, formerly of the retail 
advertising department, and now a 
prisoner in Germany, Air Medal; 
Lt. Maurice Tierney Jr., advertis- 
ing order department, now in 
Italy, Distinguished Flying Cross; 
Lt. Harry Wise, bomber pilot, for- 
merly in the classified department, 
Distinguished Flying Cross and Air 
Medal; Lt. Edward Corboy, classi- 
fied department, Navy Silver Star; 
and Pvt. Richard Gradd, advertis- 
ing order department, who was 
killed in the Philippines, the Pur- 
ple Heart. 


New Goodrich 
Ad Emphasizes 


New War ‘Paint’ 


Akron, O., Dec. 24.—Latest in 
the series of full-page four-color 
advertisements designed to show 
Goodyear leadership in working 
with metals, fabrics, plastics, and 
chemicals as well as rubber, tells 
of the new type of tough, non-slip 
flooring surface developed for slip- 
pery, wave-washed decks of Amer- 
ica’s fighting ships. The advertise- 
ment appears in current issues of 
Business Week, Collier’s, Nation’s 
Business, Newsweek, The Satur- 
day Evening Post, Time, and U. S. 
News. N. W. Ayer & Son, Inc. is 
the agency. 

Captioned “A new war ‘paint’ 
goes on the war path!’’, the adver- 
tisement is illustrated with a full 
color photograph of a gun crew in 
action, and describes some of the 
uses the armed forces are making 
of the new Goodyear product, 
Dektred. Now troweled or sprayed 
on gun emplacements, deck stairs, 
passageways, and on flight decks 
of aircraft carriers, Dektred has 
many peacetime applications in 
homes, stores, factories, public 
buildings, and in all kinds of mo- 
bile transportation. 


CONSOLIDATED 


PRESS CLIPPING | 
BUREAUS 


Established 1886 


Read all daily English news- 
papers in the United States 
and thousands of weeklies. 


We Serve.... 


Advertising Agencies, Public 
Relations, National Consumer 
Advertisers, Industries, Banks, 
Railroads, etc. 


CONSOLIDATED PRESS CLIPPING 
os BUREAUS 
1 So. Dearborn St., Chicago, III. 


NSAS CITY @ MINNEAPOLIS @ NEW YORK CITY 


Agency Changes Name 


Beecher Advertising Company, 
St. Louis, has changed its name to 
Maxwell Advertising Company. 
No change has been made in man- 
agement, corporate structure, per- 
sonnel or address. Jos. A. Max- 
well is president. 


Promotes Robinson 


Lee Robinson, formerly Eastern 
manager of Radio Retailing Today, 
New York, has been named sales 
manager. 


RKO Planning to 
Sponsor Regular 
Network Show 


New York, Dec. 29.—Pending its 
acceptance of a suitable radio pro- 
gram, RKO Radio Pictures has 
taken an option for a 15-minute, 
five-time weekly daytime period 
with Mutual Broadcasting System, 
according to Foote, Cone & Beld- 
ing, agency on the account. This 


will mark the film company’s first 
venture as sponsor of a regular 
network program, which is not ex- 
pected to influence its use of re- 
gional and local radio promotion 
in building up* audience appeal 
prior to showing of films. 

While RKO has used spot radio 
quite extensively for several years, 
the contemplated network show 
will in no wise displace the com- 
pany’s use of publication advertis- 
ing, including magazines and news- 
papers. 

It is expected that the new RKO 


program will originate from Holly- 
wood, and will present behind- 
the-scenes broadcasts direct from 
the film company’s own studios 
and bring to the radio audience 
intimate glimpses of what goes on 
as a picture is being filmed. 


Wade Joins Grove 

G. C. (Cliff) Wade, formerly 
with Meyer Brothers Drug Com- 
pany, St. Louis, has joined Grove 
Laboratories, St. Louis, as buyer 
and wholesale sales consultant. 


Will Your Postwar 


Loe bre 


advertisers. 


Here is an intact dealer group for appliance manufac- 
turers to work with developing postwar sales. The co-opera- 
tion of these retailers, who know from experience the value 


Witen electrical appliances were available in 
1941, there were 1,096 Electrical, Hardware, and Radio 
dealers advertising in The Christian Science Monitor. Last 
year, when no appliances were on the market, 906 adver- 
tisers in this group were still in the Monitor. In addition 
there were 830 department store and 459 furniture store 


of Monitor advertising, would certainly be an effective spear- 
head in a drive for business. 


THE 
CHRISTIAN SCIENCE MONITOR 


A Daily Newspaper for All the Family 


Why not begin now to build interest in your postwar 
proposition? Join with Westinghouse, General Electric, 
Nash-Kelvinator, Norge and others—place your present 
advertising in the Monitor. 


On request, we will mail you a galley list of electrical, 
hardware and radio dealers, department stores and furniture 
stores advertising in the Monitor. 


Published by The Christian Science Publishing Society, 


One, Norway Street, Boston 15, Mass. 


BRANCH OFFICES: New York, Chicago, Detroit, Miami, St. Louis, Kansas City, San Francisco, 
Los Angeles, Seattle . . . London, 
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Publisher's Yule 
Gift to Town: 

2 4 . ’ 
Page in ‘Times 

New York, Dec. 28.—Making a 
town a Christmas present of a page 
advertisement in the New York 
Times is the unique gift that John 
H. Perry, publisher of the News- 
Herald, Panama City, Fla., gave 
his home town on Dec. 24. 

Mr. Perry, proud of his paper 
and of the town itself, took space 
in the Times to tell Panama City’s 
story: 

How it hts grown from 20,000 
to 60,000; how it turns out Liberty 
and Victory ships to the tune of 
martial music and the slogan, “It 
can and will be done”; how aerial 


RE YOU SELLING THEM EFFECTIVELY? 


2 
£2 You should have expert counsel 


on how to reach the growing 
| OUT OF 


$7 Billion Negro Market. Consult= 


. 

DAVID J. SULLIVAN 
Negro Market Organization 
Marketing + Advertising + Research 
545 Fifth Avenue + New York, N. Y, 


EVERY 10 
AMERIPENS 


1S A NEGRO 


gunners are trained there in the 
largest permanent school of its 
kind; how its bank deposits have 
risen from 2% to 10% million; how 
its payrolls have gone from a mil- 
lion a month to a million a week, 
and how 10 of these millions went 
into war bonds in the last loan 
drive. 

He calls Panama City a “nat- 
ural” town, “natural” for its loca- 
tion on deep water; for its trans- 
port facilities by rail, highway and 
canal; for its supply of American 
labor; for its climate and living 
conditions; for its tax-free incen- 
tives to business and industry. He 
is confident that when peace 
comes, Panama City will prove an 
even greater “natural” for business 
and shipping, for its port, he said, 
offers the shortest route to the 
Canal Zone and South America. 


H. A. McCoy Advanced 


Harold A. McCoy, for three years 
in the production and radio de- 
partments of Walker & Downing, 
Pittsburgh agency, has been named 
production manager of the gen- 
eral advertising division. He suc- 


ceeds to the post left vacant by 
the recent death of David C. Evans. 


Venida Launches 


Coiffure Contest 


New York, Dec. 28.—A national 
hairdressers’ contest to find the 
best coiffures for women in the 
armed services and civilian war 
work has been launched by the 
Rieser Company, manufacturer of 
Venida hairnets, liquid lotion and 
other beauty products, as part of a 
campaign to promote the sale of 
the firm’s newest product, liquid 
lacquer. 


Stipulate Use of Venida 


Any creative hairdresser may 
enter this contest, the only stipu- 
lation being that the coiffure he 
designs is well groomed with every 
hair in place through the use of 
Venida liquid lacquer. Jars of the 
lacquer are being shipped free of 
charge to all entrants. 

The first prize winner under 
each classification—armed forces, 
civilian war workers, and defense 
workers—will receive in addition 
to a war bond, an oil painting of 
his particular creation executed 


by Saul Tepper, well known ar- 
tist. 


we just 


ean't help 


if others 


pick up what 
we have to omit 
in order to protect 


our readers. 


statistics don't 
mean anything 


these days. 


San Francisco Examiner 
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Nuptials are in the offing for Mary Randolph and Aviation Cadet 
Herbert W. Hobler, son of Atherton W. Hobler, Benton & Bowles 
chairman, who has two other sons in service, Ensign Edward W. 


Hobler, USNR, and Lt. Wells A. Hobler, Army air forces . . 


. In 


Hollywood for two weeks to survey the film industry with relation 
to his movie magazines, W. M. Cotton, pres. of Ideal Publications, 


was greeted by his executive 
editor, Muriel Babcock, who is 
in the city of stars on her an- 
nual visit to the studios... 

Grant Stone, ad megr., 
Cleveland Press, has been 
named to chairman a CED 
committee in that city charged 
with the duty of getting all 
employers in distribution and 
selling fields to plan for high 
level employment in the post- 
war years... 

Two St. Louis Adclub vet- 
erans recently celebrated 
birthdays for a total of 163 
years: Fred Gottschalk, of Na- 
tional Printing & ‘Engraving, 
who’s 82, and J. Knox Mont- 
gomery, of Knox Poster Ad- 
vertising Co., who’s just a year 
his junior. . . 

George Berner, advertising 
manager of the Ziff-Davis 
publications, is the only Syra- 
cuse football player who ever 
participated in the annual 
East-West football game in 
San Francisco. He played 
with the Eastern stars 


GETS WIPS MEDAL 


Carol Shaughnessey, national comman- 
dant of the Women’s Industrial Produc- 
tion Service, is shown presenting its first 
distinguished service medal to Roger 
Fawcett, vice-president and general man- 
ager of Fawcett Publications, in recogni- 
tion of the part played by these publi- 
cations in enlisting more than 10,000 
girls in essential war industries for the 
WIPS 


in 1931... 


John P. Broderick, dir. of pub. rel. for Doremus & Co., will act 
in an advisory capacity on the staff of the banking and investment 
division of the War Finance Committee during the 4th War Loan 
drive which gets under way soon... 

At the J. Walter Thompson agency in New York, folks are calling 
John U. Reber, v.p. in charge of radio, Grandpa Reber, since his 


daughter - in - 


“THEY LIKE OMAHA 
ee Ne 


Gilbert Harry of the Union Pacific Railroad, center, re- 
ceives the World-Herald plaque, first prize in Station 
KOWH's “I Like Omaha" contest for members of the 
Omaha Advertising Club, from T. W. Summers, promo- 


tion manager of the Omaha World-Herald. 
Moon, Northwestern Bell Telephone Co., left, was second 


prize winner. 


law recently 
gave birth to a 
son in Lenox 
Hill Hospital. 
The adman’s 
son John is in 


the armed 
forces over- 
ee ae 


Lady Caven- 
dish, the former 
Adele Astaire, 
acted as inter- 
mediary when 
Set. William K. 
Pohl, with the 
advertising staff 
of the Albany 
Times-Union at 
the time he en- 
tered the Army, 
sent a greeting 
to his former 
boss, M. W. Le- 


Merle M. 


Fevre, ad mgr. 


of the Times-Union. She penned it from an American Red Cross 
club in England, and writes 50 such letters a day home “for the 


ee 


The finest thing any civilian can do in this war is to donate blood, 
is the credo of J. M. Hickerson, head of the agency bearing his 


name, who was seen walking 
jauntily towards Red Cross 
headquarters on Fifth Ave., 
New York, to give a second 
ae 

Susan Kay arrived on Dec. 
19—just in time to be included 
in the family portrait which 
illustrated the Christmas 
greeting sent out by Mark Sei- 
bert, ad mgr. of Marsh Wall 
Products, Dover, O. . . Richard 
Thompson, ad mgr. of Cownie 
Furs, was awarded the Charles 
Johnson Memorial Award as 
the most valuable man to the 
Advertising Club of Des 
Moines during ’43. The pres- 
entation was made at the 
club’s annual Christmas party, 
at which Harold Fair, program 
dir. of Station WHO, played 
Santa Claus... 

Allen Widem, AA corre- 
spondent in Hartford, Conn., is 
now Pfe Widem, and editor of 
the “Panhandler,” newspaper 
of the 95th G. H. at Fort Jack- 
son, S. C. . . Lon A, Casler, 


NEW USE FOR CANS 


Harold F. Douglas, v.p. of Benton & 
Bowles, shows writers and commentators 
the unique fishing set now packed in 
cans for use by shipwrecked sailors and 
aviators. It was part of the demonstra- 
tion of “Cans at War" staged for the 
press by the Can Manufacturers Insti- 
tute at a recent luncheon at the Hotel 
Ambassador, New York. 


member of the firm of Stewart, Hanford & Casler agency, Rochester, 
N. Y., is genl. chmn. of the special activities campaign of the local 


Chamber of Commerce. . . 
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‘Time, LaRoche 
Acquire Shares 
in Blue Network 


Woods and Kobak 
Also Purchasing 


Interests in Chain 


New York, Dec. 29.—What may 
prove to be the first step in the 
plan of Edward J. Noble, chairman 
of the board of the Blue Network 
Company, eventually to offer pub- 
lic holdings in the Blue, was taken 
here this week when Time, Inc., 
and Chester J. LaRoche, head of 
the War Advertising Council, both 
acquired interests in the network. 
Other interests are being pur- 
chased by Mark Woods, president 
of the Blue, and Edgar Kobak, ex- 
ecutive vice-president. 

When Mr. Noble purchased the 
Blue for $8,000,000 last summer, he 
expressed a desire to distribute 
holdings in the network to affili- 
ated stations, although at the time 
of the purchase he confirmed pre- 
vious reports that he had no asso- 
ciates in the ownership, and added 
that he did not have any immedi- 
ate plans for a partnership. 

In a statement made here yes- 
terday, Mr. Noble said, “The pub- 
lishers of Time, Life and Fortune 
have purchased directly from me 
121%2% of the outstanding shares of 
the American Broadcasting Sys- 
tem, which company owns all the 
stock of the Blue Network Com- 
pany. I am happy to bring into as- 
sociation with me in this public 
service enterprise, Time, Inc., 
whose progressive policies have 
won such outstanding success.” 


Larsen Named Director 


Roy E. Larsen, president of 
Time, Inc., has been elected a 
member of the board of directors 
of the Blue Network, Mr. Noble 
said. 

“The publishers of Time and 
Life originated the radio feature 
‘March of Time’ and have devel- 
oped in their own radio depart- 
ment several programs now on the 
air,” he continued. “I am confident 
they will make a major contribu- 
tion to the Blue’s programs. News 
—action news—from the battle 
fronts is today of prime impor- 
tance. Tomorrow, we will be 
equally concerned with what peo- 


Boys, Meet Betty! 


Betty Jane Hess . one of our favorite 

models. Just back ‘from. “Holly wood 
Deomeed in “Cover Girl.”” Betty has about 
everything . sunshine smile, teeth, hair, 
and a figure that figures in catching eyes. 
Does the darndest things . . . handsprings, 
cartwheels, baseball, horsebacks and cooks. 
Spent her kiddy days in Pittsburgh ... now 
a dyed-in-the-wool New Yorker. Gets $15 
an hour . . . and booked plenty at that. 
An alluring eye*catching model is 90% of 
the stop value of any promotion. Why 
Waste expensive space on any but the pick 
of the crop? 


_Clip to letterhead an and i MAIL 
o£ CATCHERS, INC. 


38 St., New York 16. MAIL THIS NOW 


Please send us FREE proofbooks and de- 
fails of your $5 a month membership plan. 
is does not obligate us in any way. 
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ple in many countries are thinking 
and saying. 

“War correspondents of Time 
and Life have given noteworthy 
coverage to campaigns in all prin- 
cipal theaters. Looking to the 
postwar period, Time’s staffs will 
be enlarged and new offices opened 
so as to cover all key listening 
posts during our world campaign 
for winning the peace.” 

Mr. Noble announced that Mr. 
LaRoche also would join the Blue 
Network ownership through the 
purchase of 1242% of the shares of 
American Broadcasting System, 


and in the management by becom- 
ing a director and chairman of the 
executive committee of the Blue. 
“Mr. LaRoche is a, well-known 
leader in the field of advertising, 
particularly radio advertising,” 
the Blue Network chairman said. 
“He was associated with Young & 
Rubicam, one of the largest adver- 
tising agencies, as chairman of the 
board for many years and played 
a leading role in the development 
of their radio department. 

“He was the organizer and is at 
present the head of the War Ad- 
vertising Council, the coordinating 


agency for contributions of the ad-| with substantial control of the 


vertising industry to the war effort. 
Mr. LaRoche’s duties at the Blue 
will be adjusted for the duration 
to enable him to meet his continu- 
ing responsibilities to the WAC. 
“Mark Woods and Edgar Kobak 
helped iaunch the Blue on its in- 
dependent career and have been 
largely responsible for the re- 
markable growth shown in -the 
past two years. I am glad that to 
their management duties are now 
to be added financial responsibili- 
ties as stockholders. 
“These transactions 


leave me. 


shares of American Broadcasting 
System, Inc., which I intend to 
hold for an indefinite period. 

“However, I have in mind at 
some later date when I have ob- 
tained fuller knowledge of the 
enterprise and can measure the 
risk involved in equity ownership, 
to invite participation by other 
management officials, fellow mem- 
bers in affiliated stations and pos- 
sibly the public. In all probabil- 
ity such shares would be offered 
by the company and not by any of 
une present stockholders.” 


This Graphic Picture of the Beauty Industry, 
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Displayed | 


A On Attractive « 3-Color Calendar, [s Now Available. 


This loveable market isttorention has 


st been compiled and released by The 


All Industry Council and accepted by t 
National Beauty and Barber Manufae- 
turers Association, It shows the distribu- 


“tion by states of 113,190 recognized — 


US. beauty shops, with percentages of 


tale Smaller figures on map show | 


MEAN 


TRADEPRESS PUBLISHING CORPORATION 


wig - 


3 AMERICAN HAIRDRESSER circulation 
by states, with percentages of total. 
Advertisers in the. beauty industry will 
find this graphie census picture and | 
1944 calendar in daily use. Attractively 


designed in 3-colo 


Size, 1994". 


24", Available to agencies and aly | 


309 W. JACKSON BLVD., CHICAGO 6, 


—_ without charge a 
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Agate Club Elects 


Frank McDonald, Time, Inc., has 
been elected president of the Agate 
Club, Chicago. Others. elected 
were: G. J. Eyler, McCall’s, vice- 
president; Jim Carr, Look, treas- 
urer; Fred Johnson, American 
Magazine, secretary; and John Pol- 
lock, True Story, assistant secre- 
tary. Ted Fox, True Story, was 
the retiring president. 


Dixie Cup Plans Drive 


Dixie Cup Company (Canada) 
Ltd. will release a Canadian ad- 
vertising @ampaign in 1944, 
through Moser & Cotins, Inc., New 
York, in behalf of Dixie and 
Vortex cups. Industrial publica- 
tions and business papers reaching 
. soda fountain market will be 
used. 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing—Mimeographing 
THE LETTER SHOP, Inc. 


431 S. Dearborn St., Chicago Wab. 8655 


Scarcities of 
Chain Drug Items 
for ‘44 Predicted 


New York, Dec. 28.—In spite of 
the fact that the outlook for in- 
creased supplies of raw materials 
has improved considerably, tight 
packaging, shipping and labor con- 
ditions will make for continued 
rationing by manufacturers of im- 
portant chain drug store mer- 
chandise in the coming year, 
according to a symposium of ex- 
ecutives in the manufacturing and 
merchandising fields sent yester- 
day to members of the National 
Association of Chain Drug Stores. 

S. L. Mayham, executive secre- 
tary of the Toilet Goods Associa- 
tion, pointed out that the 
manufacturer of toiletries does not 
face a raw material crisis as it ap- 
peared he did a year ago. He 
added: 

“But where raw materials have 


eased to the extent that they no 
longer rob the manufacturer of his 
sleep, packaging and shipping have 
reached the’point where they def- 
initely jeopardize the future of the 
industry. Metals are not available 
for packaging cosmetics with the 
exception of limited supplies of 
steel scrap for closures. Plastics 
are being made available for clos- 
ures, but not for complete pack- 
ages. Glass is under severe limi- 
tation by the WPB. It is next to 
impossible to get corrugated ship- 
ping containers even without the 
current limitation order which se- 
verely reduces their use by the 
cosmetics industry. 


Predicts Smaller Volume 


“So the situation with respect to 
supplies of cosmetics boils down to 
ample stocks in the manufacturers’ 
plants but no way to get them into 
stores. Accordingly, it is very dif- 
ficult to see how volume can be 
held up to that of 1943. This un- 
doubtedly means a continuation of 
rationing by the manufacturer. He 
will do his best to keep his regular 
trade supplied, but he will not be 
able to give even his best custom- 
ers all they want. And he will not 
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CHANGE OF NAME 


NEW YORK 
366 Madison Avenue 


General Motors Building 


NOEE, ROTHENBURG & JANN, INC. 


Newspaper Representatives 


Announce a Change in Corporate Name 


to 


JANN & KELLEY, INC. 


x 


DETROIT 


SAN FRANCISCO 
111 Sutter Street 


CHICAGO 
360 N. Michigan Avenue 


ATLANTA 
Palmer Building 


be able to open new accounts or 
multiply his outlets.” 

Eric Calamia, president of the 
Retail Tobacco Dealers of America, 
reported that most retailers ad- 
justed themselves to changes in so- 
called accessory lines in the early 
part of 1943, but find it is a much 
more complicated matter to locate 
a substitute for cigars. 

“Today we are faced with vol- 
untary rationing by manufacturers 
of our main source of profit,” Mr. 
Calamia stated. “This is an un- 
fortunate situation not only for the 
retailer, but for the manufacturer 
who likes to maintain his brand 
before the consuming public. The 
retailer cannot meet today’s de- 
mands and his best solution lies in 
limiting his box sales and promot- 
ing finer sizes and imported Cuban 
cigars. The acute labor situation 
will last only .while war industries 
are working at peak production.” 


Can’t Supply Demand 


George C. Graham, vice-presi- 
dent of the Gillette Safety Razor 
Company, declared it is not ex- 
pected that the present L-72 re- 
strictions on the production of 
razor blades will be lifted. How- 
ever, he added: 

“Due to the tremendous demand 
and a very real need for safety 
razors, there is a possibility that 
the WPB will permit the release of 
some razors for civilian use. The 
members of the industry have re- 
peatedly urged the WPB to act in 
this regard. It is doubted, how- 
ever, that the quantities they may 
permit would make any percept- 
ible dent in the demand for safety 
razors.” 

Charles J. Kiger, manager of the 
prescription ware division, Owens- 
Illinois Glass Company, reported 
many large “ifs” in the 1944 sup- 
ply question. He termed the avail- 
ability of freight cars extremely 
important, with informed sources 
indicating at least some tightening 
in the coming year. 

Ralph H. Goldman, president, 
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Hughes Autograph Brush Com- 
pany, said that if the European 
war does not terminate in the 
early spring, “then the industry 
cannot look forward to producing 
brushes with any material other 
than fiber and horsehair as substi- 
tutes for bristle and nylon.” Un- 
less the supply of acetates is in- 
creased within the next 60 days, 
handles of hairbrushes and toilet 
brushes will, of necessity, have to 
be made of wood blocks. The out- 
look for tooth brushes is more 
optimistic as allocation of nylon is 
expected to continue in 1944. 

Joseph Rosenwald, of the Affili- 
ated Drug Stores, said there would 
be considerably greater evidence 
of unfilled shelves for the first 
quarter of next year. “Ersatz” 
goods will be available but will 
create a dilemma for the merch- 
ant. However, he saw improve- 
ment in the second quarter and is 
definitely optimistic for the last 
half of 1944. 

Louis L. MclIlhenney, president 
of Stephen F. Whitman & Son, said 
that the amount of candy to be 
available for civilians next year 
still will be on a restricted basis, 
but predicted a tremendous gain 
in the postwar market for this 
product. 


‘Globe’ Raises Rates 


The Boston Globe has increased 
its national advertising rate from 
55 cents per agate line to 60 cents 
for the daily paper and from 60 to 
65 cents for the Sunday issue to 
compensate for an anticipated 1944 
decrease in advertising linage due 
to newsprint reduction. 


Miss Webb to Smith 


Miss C. M. Webb, formerly as- 
sistant advertising manager of 
Pennsylvania Rubber Company, 
Jeannette, Pa., has been named ad- 
vertising manager of Lee S. Smith 
& Son Mfg. Company, Pittsburgh 
manufacturer of dental products. 


J. W. (Bill) Knodel, 


profits. 


Tulsa 


Both 5000 Watts 


“BILL” 
KNODEL 


Free & Peters, Inc. 


Vice-President and Sales Man- 
ager of the Chicago office, a representative with 


@ reputation for knowing his markets. 


He knows that Oklahoma's effective buying 
power is up 43.7%* over last year — one 


of the nation's fastest growing markets. 


And he knows the stations to tap these 


* Sales Management 11/10/43 


Knodel Knows 
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KOMA 


Oklahoma City 
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Interest Mounts 
in Profit-Sharing 
Plans for Workers 


Chicago, Dec. 30.—Growing in- 
terest in profit-sharing trusts for 
employes was revealed this week, 
with a number of agencies and 
media having adopted such plans 
and many others either “explor- 
ing” their possibilities or awaiting 
Treasury Department approval be- 
fore putting them into effect. 

Among the former is Henri, 
Hurst & McDonald, Chicago 
agency, which announced that “in 
lieu of inflationary cash bonuses,” 
it has turned to the profit-sharing 
trust fund as “being the best and 
most beneficial method of reward- 
ing its deserving employes.” Its 
plan provides for distribution to 
employes at the age of 65, upon 
death or upon permanent disabil- 
ity. Provision is also made for 
possible forced lay-offs and con- 
tinuance of the plan during leaves 
of absence. 

The agency started the fund 
with what amounts to, approxi- 
mately, 15% of each participating 
employe’s 1943 salary—the maxi- 
mum amount, officials said, per- 
mitted by the Treasury Depart- 
ment. 


Others Seek Approval 


Among agencies awaiting gov- 
ernment approval of profit-sharing 
trusts is MacFarland, Aveyard & 
Co., Chicago. Others, including 
many of the larger agencies, are 
contemplating trust funds for em- 
ployes and are seeking the “green 
light” by the government. A pi- 
oneer among media in establishing 
both profit-sharing and retirement 
funds for employes is Time, New 


ADVERTISING TRENDS serves a 
broup of leading advertisers and 
agencies in the exchange of tested 
und successful ideas. Reports new- 
est Merchandising and Advertising 
deas and Trends in the advertising 
pf New Products, Merchandise, In- 
titutional, Industrial, Public Rela- 
tions, Post War, and Foreign Ads; 
art copy and lay-out ideas. 


We digest over two hundred 
housand newspaper, consumer 
magazine, and business paper ads 
each month. Ideas that cost over 
ive milfion dollars to create and 
produce. ADVERTISING TRENDS 
issued on the 26th, contains 
orty-five 1lxl7 pages, over 500 ads 
each month, edited into over 150 
lassifications a year. 


* TRIAL OFFER—We will send you 
ADVERTISING TRENDS as long as 
You wish at the special introduc- 
tory price of only $7.50 per month. 

the first issue does not meet with 
Sur approval we will cancel all 
charges. The experience has been 
that you will gain many times this 
_ investment.—Try us out to- 


_— = 
THE NATIONAL RESEARCH BUREAU, INC. 
320 Ne. La Salle St., Chicago, Il. 
Please send us “Advertising Trends,’’ until fur- 

ther notice, on your special trial offer. 


NAME 
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The 
NATIONAL RESEARCH BUREAU, INC. 


York, which, it is said, has found 
the plan very successful. 
Indicative of the trend toward 
establishing employe trust and 
pension plans is the announcement 
Tuesday by Stecher-Traung Litho- 
graph Company, which has plants 
in Rochester, N. Y., and San 
Francisco, that it has set up a re- 
tirement program for its 450 em- 
ployes. Officials said the plan will 
be contributory after its inaugura- 
tion but that the company is 
financing preliminary costs. 
Increasing interest in employe 
pension and profit-sharing trusts 
also is reflected in current bank 
and trust company advertising. 
The trust department of the First 
National Bank of Chicago, for ex- 
ample, in large-space display copy 
this week pointed out that many 
corporation officials are giving seri- 
ous attention to the subject, and 
invited inquiries concerning its fa- 
cilities to aid companies in devel- 
oping trusts for employe benefit. 


Shortens Its Name 


Starting with its January issue, 
National Delicatessen Grocer, New 
York, will shorten its name to 
Delicatessen. 


Motion Pictures 


Used Extensively 
by JWT Clients 


New York, Dec. 29.—The gener- 
ally increased interest in motion 
pictures as an effective medium 
for sales, educational and institu- 
tional messages is borne out by J. 
Walter Thompson Company, where 
motion picture production is cur- 
rently at the highest level in the 
history of the agency. 

At the present time 11 pictures 
are in production at JWT, with six 
in the shooting stage and the rest 
scheduled for camera early in 
January. Each of the six films is 
being produced for a _ different 
client. 

Pictures now in the camera stage 
are: “Flight Log,” the story of 100 
octane gasoline, for Shell Oil; 
“Aluminum Extrusion,” an indoc- 
trination film, for Reynolds Met- 
als; “Passport to Health,” a gen- 
eral institutional film on immuni- 
zation, for Sharp & Dohme; “Metal 
Bellows,” for Fulton Sylphon Com- 
pany; and “California Wine,” for 
the Wine Institute. 


there's something new 
under The Sun! 


It’s this: The Sun, newest of Chicago newspapers, 

offers advertisers a new and highly responsive 
market. Advertisers now find a new newspaper 
“buy” in Chicago, for — 


— You need The Sun in any newspaper combina- 
tion to cover Chicago completely, economi- 
cally and efficiently. 


—With The Sun alone you can buy a tremen- 
dous impact against America’s No. 2 market 
with a relatively small expenditure. 


CHICAGO'S MORNING TRUTHpaper 
Company, National Representatives: Atlanta, Charlotte, Chicago, Dallas, Detroit, Kancas City, 


Tar Brannam 
Los Angeles, Memphis, New York, St. Louis, San Francisco, Seattle. 


Where lo people get most of their information? 


Never before have people reached out so 


eagerly for information. 


It’s the age-old craving for news, of course, 


sharpened by the war, by the breathless dra- 


ma of events that are reshaping the world. 


And it’s the intense personal interest in 


local happenings...in what people are doing 


around the corner and down the street in 


one’s home town. 


But today it’s even more. It’s the daily 


need for the practical help and guidance 


which people must have to carry on their 


homefront tasks. It’s the demand for signifi- 


cant, usable facts which people need to un- 
derstand their part in winning the war and 
preparing for the peace...facts not only told 
with words, but made abundantly clear with 
maps and charts and pictures that can be re- 
ferred to again and again. 


* * * 


Where do people get most of their infor- 


mation ... most of their guidance for war- 
time living? And isn’t that the place where 
you can most successfully inform people of 
your products, your services, your wartime 


activities, your postwar plans? 


This advertisement, prepared by the Bureau of Advertising, AN. P. A., is published by THE CINCINNATI ENQUIRER in the interest of all newspapers 
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Like many an old city, Philadelphia 
was hard hit by the Depression. 

Whole blocks of ancient, empty houses 
were razed by owners. Property valuations 
and taxes declined. City revenues suffered 
severely, as did city services. The adminis- 
tration was slow in recognizing realities, 
late in giving up luxuries and enforcing 
economies. Even when business became 
better, and people were working again, 
Philadelphia’s finances failed to rally. And 
the city was shabby and down at heel. 


In 1939, the City Council took a 
drastic step without precedent, signalized 
the city’s need by voting a tax of 12% on 
wages and salaries. High and low, white 
collar and no-collar, Philadelphians met 
this new priority on pay envelopes already 
slimmed by Federal taxes. There was some 
grumbling, but the tax was paid—more 
than $16,000,000 the first year. 

The advent of the war prevented some 
planned improvements, but in two years 
the city had rehabilitated its credit and 
restored many of its services, improved 
and enlarged personnel, showed a clean 


NATIONAL ADVERTISING REPRESENTATIVES: 
Msborn, Scolaro, Meeker & Co., New York, Chicago, 
Detroit, St. Louis; Keene Fitzpatrick, San Francisco 


tongue to bankers—even had a surplus! 
From the very start, The Inquirer had 
insisted that the wage tax must be only 
a temporary emergency measure, to be 
repealed as early as possible. By the end 
of 1941, the solons developed occupational 
deafness, showed no signs of giving up a 
Sure Thing. And the unprecedented 
surplus caused much chop licking! 


In MARCH, 1942, after two years of 
surplus, The Inquirer forced through the 
council a proposal to reduce the Wage Tax 
by one-third. The proposal was lost in 
short order, 17 to 3. Whereupon The 
Inquirer got on its horse. 

Inquirer writers such as Joseph H. 
Miller, John M. Cummings and Alexander 
Kendrick took out their scalpels, analyzed 
the tax take, proved with facts and figures 
that a 33% reduction would not unbalance 
the budget, or curtail a single city service. 
Cartoons crackled, editorials thun- 
dered almost daily. The taxpayers 
added angry voices to the chorus. 
Theincumbents in office did nothing. 

Then word leaked out that the 
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Putting something back into the 
PAY ENVELOPE 


1942 surplus was a whopping $6,800,000, 
and popular demand could no longer be 
ignored. On December tenth, the Council 
voted 17-0, to reduce the municipal wage 
tax from 12% to 1%. 

With its eight months’ campaign, The 
Inquirer put back into Philadelphia’s 1943 
pay envelopes some $10,000,000. 


Tue INQUIRER has supported and 
encouraged every effort of the present 
administration to rehabilitate the city 
physically, govern honestly and efficiently. 
The Wage Tax reduction campaign was 
not conducive to pleasant relations, made 
many enemies for the paper in City Hall. 

But in all modesty, we think we can 
say that the campaign resulted in a new 
measure of respect for the paper among 
rank and file Philadelphians... And public 
respect is also one measure of a potent 
advertising medium! 
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OF THE WEEK 


DARLING'S ARE 'WORTH THEIR WAIT’ BATTLE WON 


WE CAUGHT ‘EM COLD! 


L. A. Darling Co., Bronson, Mich., has launched a new campaign built around the eres : 
"worth their wait in gold" theme, to remind loyal customers of Darling display 
fixtures and sell the importance of displays as a postwar profit builder. The series Unusual art treatment features copy be- 
will appear throushout 1944 in Boot & Shoe Recorder, Chain Store Age, Depart- ing run currently in Quick Frozen Foods 
ment Store Economist, Display World, Dry Goods Journal, Men's Wear and and Food Industries by Container Corp. 
Southern Display News. of America to promote use of its prod- 
ucts in the quick frozen food industry. 
Text declares: “There is one correct 


CELEBRATE BLUE'S 'BABY INSTITUTE’ BIRTHDAY _ P2ckeoe,for,cach frozen food. Our, staf 
like 7 . yn rage begennl beg Ww. 
yer n ois e agency. 


Pin-up girl Chili Williams, who recently had the title “Trigger Girl" bestowed 
upon her by the submarine of that name, poses for the 1944 Perfect Circle 


bl calendar painted by Earl Moran. The art work, with incidental numbers desig- 
MAGAZINE TIE-IN nating days of each month, will be offered to Perfect Circle distributors on a 
cooperative basis. 


KRAFT BRINGS EAST AND WEST TOGETHER 


iii 2 am aie NOE 
T- 


* < endexs 
ULb Foreste 


Ana inner 


John LeBarr Jr., on his mother's lap, helps Edgar Kobak celebrate the first anni- ‘. . 
versary of "The Baby Institute,” the public service program launched on the Blue . : : . Representatives of two agencies, J. Walter Thompson and Needham, Louis & 
Network to help relieve the strain on physicians by providing mothers with Brown-Forman's holiday window dis- Brorby, are shown at a Hollywood meeting with NBC executives to discuss their 
practical advice on the care of children. play for Old Forester features a framed respective Kraft Cheese Co. radio shows. Left to right are: W. F. Lochridge, 

full-color blow-up of the company's full- JWT eee Sidney Strotz, vice-president, NBC western division; Cecil 

page magazine advertisement, showing Underwood, Hollywood manager of NL&B; W. F. Fowler, NL&B vice-president; 

@ snowy window in the background and J. H. Platt, advertising director of Kraft; Jack Galbraith (face hidden), NBC; 


ATTEND SWIFT & Co. MEETING a decorated tree. and Norman Blackburn, JWT talent buyer. 


NEW DANCER-FITZGERALD-SAMPLE STAFF GETS TOGETHER 
qe 


This is one of the groups which attended the Swift & Co. closed circuit meeting 
over the Blue Network Dec. 11. Birmingham district members, gathered in the 
ttudios of WSGN, include left to right (seated on floor) Mike Hines and R. E. 
Smith, Montgomery; (seated on sofa) J. R. Jones, Montgomery, L. W. Matthews, 
Ww. R. Booth, R. M. Young, Gene Ansley and "Red" Thomas, Birmingham; (stand- 

mh J. L. Phillips and M. T. Kirkpatrick, Montgomery; Edgar E. Hinkle, WSGN Some of the 206 former staff members of Blackett-Sample-Hummert who 
‘ales promotion manager; W. R. Pirtle, Decatur; E. W. Clark, B. B. Newman, Sample banner (AA, Dec. 27). The new agency has taken over the 
4. C. Spencer, T. W. Dawson, Birmin&ham; and Flay McPherson, WSGN sales Hollywood. On the sofa (left to right) are Paul Keenan, 


have switched over to the Dancer-Fitzgerald- 
former quarters of B-S-H in Chicago, New York, and 
treasurer of the new organization, and H. M. Dancer and 


promotion department. Clifford L. Fitzgerald, two of the three partners. The third, Lt. Comdr. J. G. Sample, is serving with the Navy. 
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MMV AIRFORCE 
FIELOS 


AOIQCENT TO 


Lots! 


Another big, twin-engine, Army Air- Training Field has been com- 
missioned near Phoenix. It brings to 10 the number of such Army 
establishments adjacent to the city. 


It also brings to Phoenix additional hundreds of skilled civilian 
airfield employees and their families as well as thousands of officers, 
cadets, and soldiers. 


And with this influx of highly skilled personnel must come 
others to help provide for their needs. Stores are busier, banks are 
more crowded, service organizations are taxed. A\ll are hiring addi- 
tional people. 


One more reason why the 4th Ration Book count again puts 


ca ll 


*J. Walter Thompson Co. Metropolitan Designation 
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